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Do today's cigarette claims 
hurt air advertising? -p. 34 



Flamingo air campaign pulled 402,450 can tops — see p. 50 
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Weed Study 
tas Spot 
TV Buying 




From soft, melodious renditions to goy musicol humor, Coptoin Stubby ond the 
Bucconeers constontly delight Midwest oudiences with their STUMPUS comedy 
and song. 



WLS listeners know the products advertised on this 
powerful participation program will be dependable, 
for they have followed WLS advice for more than 
m quarter century. Participation announcements in 
STUMPUS are available at regular one-minute rates. 
For rates and availabilities contact your Blair man 



nf ide^ce aj^d_^t€pto:rtce~HP4i)f,off^l^Mai[ 
and in Definite Sale>vJReiSu{ts 

WLS STUMPUS continuously produces the. one definite prcfti 
of listening — letters from Ifsteft^T^Thh ^rollicking music 
program is averaging 9,000 listener-letters week (1,500 p 
program) — and has been doing so foT more than three yeai 

Now aired 1:30-2:00 P.M. Monday thru Friday, 6:30-7:£ 
P.M. Saturday, it features Captain Stubby and the Buccaneer 
one of the top musical groups in the Midwest. The progra? 
offers prizes to listeners for tune titles which the musical grot 
cannot play or sing. It's listening fun — typical of the clea 
wholesome entertainment WLS provides. STUMPUS respon: 
is further typical of the way radio's most loyal audience. ..tf 
substantial folks in Chicago's Midwest . . . respond to won 
from WLS and buy WLS-advertised products. Listener loyal' 
predicates advertising results. 



CLEAR CHANNEL Borne of the NATIONAL Barn Dance 




SO. 000 WATTS. ABC NETWORK — REPRESENTED By' v JOHN BLAIR & COMPANY 



CBS 'Operation 
Flexibility' allows 
hand-picked net 



Early-morning 
TV rolling 
into high 



Test campaign 
shows AM can 
sell $1,000 items 



OK of TV Code 
helps deflate 
Bentonites 



BMI may up 
schedule of 
program clinics 



As predicted in SPONSOR (3 December) , CBS last week came up with plan 
for station-choice flexibility which goes further than NBC's new 75%- 
of-s t ations ru le. In allowing sponsor to drop stations at will, pro- 
vided show is kept on air in those markets and made available to CBS 
for sale, CBS is not gunning primarily for co-op sponsors. Rather, net 
hopes to get nationa l sponsors for dropped markets. On shows which do 
not lend themselves to use by other sponsors in those markets (where 
commercial is integrated or show is identified by name of produc t) CBS 
allows sponsors to take show off air in dropped market — if remaining 
stations include basic group . 

-SR- 

Early-morning net TV sh ows will be reality in new year. In fact, 
George F. Foley, Jr., president, Foley & Gordon, N.Y. package firm 
(see "Mr. Sponsor Asks," page 46) predicts by end of '52, " sponsors 
will be w a iting in line for go od strip periods on t h e m a jor networks . " 
Beginning 7 January, Arthur Godfrey, Steve Allen, and news show are 
expected to debut on CBS-TV from 10:00 to 11:00 a.m. (web now begins 
day at 11). NBC-TV will display Dave Garroway from 7:00 to 9 : 00 a.m. 

-SR- 

That radio can sell high-cost hard goods was indicated in Newark, N.J. 
test campaign for $1,000 General Electric furnaces during week of 26 
November. With $700 outlay for 4 quarter-hour d.j. participations 
daily on WVNJ, Newark, group of 7 New York-New Jersey distributors 
pulled 100 leads , with conversions to sales running at 7 out of 10 . 
(That's $70,000 gross return for $700 expenditure if final tally jibes 
with average at presstime.) Far ex ce eding anything newspapers hav e 
p roduced for dealers , test results are being studied enthusiastically, 
will probably lead to 26-week contract via Kenyon & Eckhardt . 

-SR- 

Underlying recent adoption of TV Code by NARTB ' s Television Board was 
statesmanlike att i tude toward industry's pub l ic-relations problems . 
Tipoff to TV broadcaster determination to do own policing and keep 
go vernm e nt controllers a way was contained in statement by Robert D. 
Swezey, v. p. and general manager of WDSU-TV, New Orleans, and chairman 
of code drafting body. Commented Swezey: "Lawyers, doctors . . . have 
established the traditional practice of professional self -regulat ion . 
. . < The television broadcasters now have taken aetion in this pat- 
tern." Patently, Code and accompanying statement were a imed squarely 
at deflating Bentonites who push for out side censorship . 

-SR- 

Demand for Broadcast Music, Inc. 's Program Clinics is becoming so 
great, BMI may increase schedule of its broadcaster pow-wows. For 
last 5 months, BMI has sent its travelling road show of experts to 4 
or 5 areas per month. Credited for effectiveness of clinics in help - 
ing to raise local programing s ta ndards are BMI ' s President Carl 
H averlin and Station Relations Director Glenn Dolberg . 
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MBS hopeful 
clubs will sign 
for 'Came of Day' 



ARF projects 
to embrace 
AM-TV research 



O'Farrill plans 
18 Mexico 
TV stations 



Morency wants 
BAB to back 
research by Elder 



Study may spark 
more TV pitches 
by moviemakers 



Though apparently stymied in any attempt to s ign up Yankees for "Game 
of the Day," MBS was hopeful at presstime other clubs would not follow 
l ead o f Bronx Bombers . Said MBS President Frank White: "It is our 
sincere belief that the Mutual baseball broadcasts have helped rather 
than harmed . . . and that the 'Game of the Day' series can be an as- 
set to baseball. . . .For this reason we feel that many of the major 
league clubs will accept th e proposal which we have submitted to them 
and hope that the Yankees also will reconsider ..." Last year MBS 
negotiated with leagues, but each team now makes own contracts , re- 
flecting conc ern of majors with Department of justice's current cam - 
paign against broadcas t blackouts . 

-SR- 

You can expect radio, TV research techniques to come under scrutiny 
of revitalized, industry-wide Advertising Research Foundation. In 
past, ARF was sponsored to tune of $15,000 annually by ANA, 4A's; it 
res t ricted apprais a l to printed media, car card resear ch. Now sup- 
ported by 89 subscribers at membership cost of $100,000, it wi ll turn 
t o air medi a. New chairman of group. B. B. Geyer, of Geyer, Newell & 
Ganger, told SPONSOR: "We hope media men in radio and TV join ARF, un- 
der our expanded membership plan. Our future projects, too, will seek 
cooperation of all media research organizations, including those oper- 
ating in radio and TV." 

-SR- 

Mexican television is due to g row r ap idly , with broadcast tycoon 
Romulo O'Farrill planning to build 18 station s from Mexico City to 
U.S. border. O'Farrill is planning production and distribution of 
film shows and kinescopes, h opes t o promote in te rch a nge of programing 
and production between Mexico and U.S. Monte Kleban, former execu- 
tive in U.S. broadcast firms, including KTRH, Houston and W0AI , San 
Antonio, will head up O'Farrill' s TV activities. O'Farrill already 
has 2 TV stations, XHTV, Mexico City, XELD-TV, Matamoros. 

-SR- 

At SPONSOR'S presstime, Paul Morency, head of Broadcasters' Affili- 
ates' Committee, was discussing project he considers vital with Boston 
researcher Bob Elder . President of WTIC, Hartford, Conn., told SPONSOR 
committee wants Elder to supervise research "m ea s uring what radio can 
do on its own merits ; not on basis o f w hat other media do or do not 
do." Morency expects research project to be f inanced by BAB "since 
the Committee has no funds." (For account of BAB plans for 1952, see 
"What BAB will give sponsors in 1952," page 37.) 

-SR- 

More advertising over TV by Hollywo od film producers may be stimulated 
by recent Ernest Dichter study on relationship between TV and movies. 
Psychological consultant Dichter found that what distinguishes TV set 
owner from non-owner in attitude toward movies is desire for mor e 
knowledg e about each picture before making choic e. (Non-owners, on 
other hand, go by hab it because they have no other major entertainment 
source.) Dichter points out that WJZ-TV show, "What's Playing," which 
previews short portions of current films, has satisfied viewer desire 
for more knowl edg e, stimulated attendance among 80% of its audience. 
Hence possibility Hollywood will rev up use of TV, once facts are di- 
gested among its moguls. 
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popularity 

A piece of music is measured and appraised chiefly by 
its popularity — and popularity in a song can only be 
judged by the frequency with which it is played and 
heard. When folks are humming or whistling a tune you 
can be sure it is popular. The public usually is unaware 
of the authorship or source of the song it is humming. 
And quite often those in broadcasting who program 
these tunes are not aware that a great percentage of 
the current BIG HITS are being performed under their 
BMI license. 




'BECAUSE OF YOU 

*(IT'S NO) SIN 

*COLD, COLD HEART 

*l GET IDEAS 

*COME ON-A MY HOUSE 

BLUE VELVET 

DETOUR 

JEZEBEL 

HEY, GOOD LOOKIN' 
SLOW POKE 
SOLITAIRE 
GAMBELLA 

■HIT PARADERS 



BROADCAST MUSIC, Inc 

580 FIFTH AVENUE • NEW YORK 19, N. ^ 

CHICAGO » HOLLYWOOD ♦ TORONTO . MONTREAL 



17 DECEMBER 1951 




DIGEST FOR 17 DECEMBER 1951 



VOLUME 5 NUMBER 26 



ARTICLES 



Let your salesmen in on your advertising 

Unless you inform and enthuse your sales force about your air campaign, 
it's going to lack much of the "punch" it could have 



Serutau: spelled any way. is radio-TV success 

Advertisers who want to carve a special slice of the market can learn much 
Prom the way Serutan has used air media to pinpoint the "over-35" audience 
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The new uetworlc merchantUsiug era is here 

To give their advertisers a plus, and to attract new clients the nets are 
developing merchandising services previously unknown to web radio 



Bo today's cigarette claims hurt advertising? 

Many admen fear that by "reducing believability to new lows," taking 
swipes at claims of competitors, cigarettes are undermining all air efforts 



What IS. MS will aire sponsors in 1952 

Via new research, BAB is gearing itself to assist sponsors in getting in- 
creased flow of facts about radio 



Weed cost breakdown eases spot TV buying 

This study by Weed & Company shows average cost of announcements in 
TV markets, is aid in quick estimate of campaign costs 



COMING 



Personal set radio listening in TV homes 

How is TV affecting AM listening? SPONSOR roundup of latest studies 
indicates current vitality of radio in TV homes 



Hint* radio helped Seabrottk start own brand 

At first a "supplier," Seabrook Farms expanded into retail selling of its 
own frozen food products, allotted SO'/t of ad budget to radio 



Feature I thus tailor-made tor TV 

Who's who in production of feature films, who does the distribution, and 
what results sponsors have had in using them will be included in this roundup 
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COVER: Leigh Foods, makers of Flamingo 
frozen orange juice, doubled sales of that 
product in New York via a radio-TV premium 
offer which proved staggeringly successful. 
The offer: a wall can opener for 25c and 30 
Flamingo can tops. Marjorie Powell perches 
atop the 402,450 tops which poured in in 
seven weeks. 90% of campaign success at- 
tributed to film commercials on WCBS-TV, 
New York, on which only Class C time slots 
were used (see Flamingo story on page 50). 
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We like 

<CWKH 

t gets results" 



Says E. G. JOHNSON 

President, DeSoto Wholesale Grocery Co., Shreveport 
IMPORTANT LOUISIANA FOOD DISTRIBUTOR 

"DeSoto" is one of the largest wholesale grocery 
firms in the Louisiana, Arkansas, Texas area. 
Jt travels twenty men, and its accounts include 
many nationally-known concerns. Mr. E. G. 
Johnson recently wrote us as follows: 



any lines carried by the DeSoto Wholesale 
)cery Co. are advertised over KWKH. Several 
these lines, including Mrs. Tucker's Shortening, 
tcemaker Flour and Gladiola Flour, are exclusive 
h KWKH in this area. From these we get a very 
d idea of what the station can do and experience 
shown us that it is most effective, not only in 
( 'eveport, but throughout the area served by our 
n. Yes, we like KWKH ... it gets results! 

(Signed) E. G. Johnson 




KWKH DAYTIME BMB MAP 
Study No. 2— Spring 1949 
KWKH's daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 or 75.0% of these families are "average daily 
listeners". (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 
and Oklahoma counties.) 
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The Branham Company (j. 
Representatives 



Arkansas 



Henry Clay, General Manager 



More 
Industrial 
Expansion 







that's what 
you like about 
the South's 

Baton Rouge 

With the announcement of Esso's 
$35,000,000 expansion program in 
Hat on Rouge, which will double its 
peak oil producing rapacity, the im- 
mediate industrial growth planned 
for WJBO's area will top SI 25.: 
000,000. Here are the details: 

NAME OF COMPANY AMOUNT 

Komi Sl.iinlar.l Oil Company 838.0 10,000 

Klhyl Corporation '1.0 11.1)00 

KaiM-r Aluminum X Chemical 

Corp. 22.500.1)00 

Solvay Prorfsf. l>i\i»ion of 

Alliril Clii inii ;il X IJyi. Corp. 13,000,000 

Gulf Slali - Utilitlrs, Company 22.SHO.000 

IiIimI (^armi'lil (Company 1,300.000 
Naupaluck Chi'iniral Division 

of (J. S. Hul.l.rr Co. 2,000,000 

C«m*oli«latr«l Chriuit'nU, I nr. S.SO0.O00 

Amman'. It. lining Co. 12.000.01)0 

Italon Hou^i- Knpim-pr Oi'pol 2,.i00.000 

Sunthrru Hp 1 1 'li'lrplio hp Co. 1.000.000 

Italoli Hollar Tin ColllprPho ,'{8..'V.'t2 

SI 27. S3 <),.-, .12 

Expand your sales in this expand- 
ing area — got on W.I BO, the pow- 
erhouse station of Baton Bouse! 



5,000 watt affiliate in Baton Rouge, La. 



JgJBO 

&! X — 'WBRL(FM) 



AFFILIATED WITH THt STAtC-tlMU AND MORNING AOVOCArB 
FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES 

GEORGE P. HOLLINGBERY CO. 




by 

Robert J. Landry 



Etiquette for Christmas parties 

Xow. this week, in mounting mania day by day, there bursts forth 
the modern pagan rites in celebration of Holy Christmas, once a re- 
ligious day. Office parties throughout the advertising and broadcast- 
ing spectrum* will see little stenographers kissing big vice presidents, 
and vice versa, \ou should excuse the pun. Caspar Milquetoast, who 
ordinarilv never touches the stuff, will, during the present pagan rites, 
reach full shriek getting stinking from drinking company-provided 
vodka. He will undoubtedly heartily slap on the back and cry "Hi. 
Kid." to the bored board chairman who will be pretending, as part 
of the pagan rout, that he is prince charming for an hour. One day 
each year the bored board chairman makes like he knew the em- 
ployes who go unrecognized by him all the other days of the year. 
Finally, Christinas provides, in the arrival or non-arrival of the year- 
end bonus, the perfec t excuse for self-congratulation in fermenti. or 
self-commiseration, also in fermenti. 

SjS $Z ^ 

(Don't get us wrong. We love Christmas, and bonuses, and gals 
whose emotions cannot be contained. We'll have a Dry Manhattan, 
please, with a garnish of pagan lemon peel.) 

* * * 

But. at the risk of seeming, this particular week, a trifle stuffy 
your column on "Men. Money and Motives" will still attempt its 
customary curtsy to sagacity. We refer to the interesting fact that 
these Christmas-time pagan rites have in reeent \ears come under 
corporate analysis. There may he emerging a conviction that "de- 
mocracy" around the office wassail bowl, with slaves and masters co- 
niingling. has more potential embarrassments on both sides than 
benefits. In particular, should the company send to his or her home 
and family the thoroughly pickled receptionist, secretary, and mail 
room supervisor? Hence the substitution at some company baccha- 
nals of beer or wine punch, kept to quantities preventing all but the 
most susceptible chemistries from achieving a state of intoxication. 

* * * 

lhe employe (and once in a while the boss I who makes a spectacle 
of himself at an office brawl has reason later on to remember the 
occasion not as heart-warming but as heart-burning. Advertising Age 
recently quoted a number of personnel directors of large companies 
as most reluctant to be the promoters of such folly. Interestingly 
enough, man\ of these personnel directors also consider Christmas 
bonuses as folly, too likclv to be taken for granted, too easily criti- 
cized when cut from last \ear. and so on. But where a bonus is 
given, smart personnel directors use the occasion to communicate 
with employes at their homes ( therein revealing that many have a 
new address, never reported to the company) and making sure that 
the families of lhe recipients are informed (therein spreading the 
company good will, if am I. 

{Please turn to page 64) 
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INDIANAPOLIS 
WFBM-TV 



WFBMTV 

INDIANAPOLIS 




Says JAMES W. BAISE 
BAISE RADIO SALES AND SERVICE 
1274 E. Division Street 
Evansville, Indiana 




EVANSVILLE, 
INDIANA 



WFBM Radio Is First 
in Listening, Too! 

• */ First in the morning ! 

# First in the afternoon*. 

-k and a Great Big First at Night] 

50% more listeners at night than 
any other Indianapolis station. 

R Hooper Ratings, February through April, 1951 



"Evansville is a WFBM-TV town. I receive the station 
consistently and better than any other station" 

• Leading Evansville, Indiana, television retailers like Jim 
Baise, estimate there are approximately 2000 television sets 
installed in Evansville and Vanderburgh County. 

That's good news for every WFBM-TV advertiser . . . it's 
still more proof that you couldn't spend a TV dollar better 
than on the Hoosier State's first station. Because, on this great 
Indianapolis TV station, you're not only hitting the 60-mile bull's 
eye area in the heart of high-income Hoosier-land, but you're also 
picking up a sizeable bonus in the lush fringe regions. Planning 
next year's promotions now? You owe it to your clients to recom- 
mend WFBM-TV! 




WFBM-TV 



IIPR.ESENT.ED NATIONALLY B Y THE KATE AGENC1 




WW 




WCCO's popular local personalities are not 
the fellows to stay at home and rest on 
their laurels. These favorite sons of the North- 
west—like Cedric Adams, George Grim, Bob 
DeHaven. Larry Haeg, Whoopee John, and 
the cast of Checkerboard Quiz— get out and 
win more friends (every one a listener) ! 

Last year, for example, they barnstormed 
from dawn 'til dusk through 153 Northwest 
towns (typical town: Waconia, Minnesota, 
where 1,500 out of a total population of 1,569 
turned out to see farm expert Larry Haeg), 
putting on shows, shaking hands with 
the local folk .. .and talking about WCCO, 
its programs, its sponsors and products. 
It all added up to a junket of almost 62,000 
miles . . . 230 personal appearances. 

And how do these campaign trips affect 
listening? That's an easy one. Any way you 
check the popular vote, WCCO is the 
first choice of listeners in its 118-county 
area.* In fact, virtually one out of every 
two families listening in this tremendous 
territory— day or night— is tuned to WCCO!* 

To be sure your sales messages are carried 
and listened to throughout the great 
Northwest market, ask us to suggest the right 
candidate to take your case to the people 
and win sales for you . . . every time. 



WCCO 



Mimiect polis — St. Pa id 

Represented by 
'CBS Radio Spot Sales 
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a million 
watts 

of 
good 

wishes 

from 

Canada's 

greatest 

mail 

puller 



Almost 6,000,000 letters 
in 1951! 



CBS Outlet In Montreal 
Key Station of the 
TRANS-QUEBEC radio group 



CKAG 



MONTREAL 

730 on the dial • 10 kilowatts 
Representatives: 
Adam J. Young Jr. - New York, Chicago 
Omer Renaud & Co. — Toronto 
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SELLING RETAILERS 

I certainly enjoyed the article en- 
titled, "What radio should know about 
selling retailers," by Joe Ward, in your 
22 October issue. 

This material would certainly be of 
value to us and I would appreciate a 
copy. 

Congratulations on publishing arti- 
cles of this type and 1 hope it will con- 
tinue in the future. 

Tom Villante, Publicity Dept. 

BBDO, New York 



I think that Joe Ward's article "What 
radio should know about selling re- 
tailers ' in your 22 October issue is one 
of the best and most useful articles I 
have seen for radio management and 
personnel in the 23 years that I have 
been in the business. 

I want enough copies to give to 
every employee of our stations in Mon- 
roe and New Orleans. Please enter my 
order for 50 reprints. 

Paul H. Goldman, V.P. & Gen. Mgr. 

K\0E. Monroe. La. 

# Reprints <»f the article "What radio should 
know about s<-lline retailers'" can he obtained at 
the following rates: 1-25 copies, 25c each; 26-99 
copies, fSc caeli ; 1 00 or more, 10c each. 



TV RESULTS 

We certainly do appreciate TV Re- 
sults which SPONSOR is running. It is 
just such items as this that makes SPOA- 
SOR different from other publications. 

Walter A. Howry, Jr., Prom. Mgr. 

WTVIL Richmond, Va. 

• SPONSOR plans to publish its hundred;, of 
Radio Results and TV Results in booklet form 
early in I<).>2. 



RADIO RESULTS 

Many thanks to \ou and your "Ra- 
dio Results" editor for the nice story 
yon gave us regarding the job accom- 
plished for Television Center. 

As ;i postscript to this story I am 
pleased to tell you that the account is 
spending only $4.00 per announcement 
(local rates) as against the $9.00 per 
announcement quoted in the story, and 
they arc continuing to use radio as 
their only advertising medium. After 
one month of broadcasting they sold a 



total of 79 sets and have been averag- 
ing 25 sets per week for the past four 
weeks. 

As you may know, the average neigh- 
borhood television retailer in a town 
of this size congratulates himself when 
he sells five sets a week. 

We would appreciate \erv much get- 
ting your permission to reprint this 
story exactly as it appeared on Page 
46 of your 19 November issue. 
W. S. Clark, President 
Clark Associates. Grand Rapids, Mich. 



TELEVISION CODE 

I would like to express our deep ap- 
preciation for your forthright article 
concerning the proposed Television 
Code, in your 25 November issue. 

Certainly, your accurate and inter- 
esting presentation concerning this sub- 
ject is of particular assistance in eval- 
uating this important step by the Tele- 
vision broadcast industry. 

Thad H. Brown, TV Director 
NARTB, Washington, D. C. 



I am writing to thank you and com- 
pliment you for the two very affirma- 
tive and constructive commentaries 
which appear in the 5 November spon- 
sor concerning the new TV Code. Both 
the article on page 27 and the editorial 
on page P>8 are real contributions to the 
very important job of establishing TV 
programing on a high level in the in- 
terests of the American people and of 
the broadcasters themselves. 

I continue to be impressed by the 
contrast between your intelligent, un- 
derstanding approach to these problems 
and the cynical, destructive, catastro- 
phic point of view shown by so many 
of the newspaper commentators. 

Justin Miller, Chrm. of the Board 

NARTB. Washington, D. C. 



UTILITIES ON THE AIR 

Thank you very much for the gal- 
leys. Since then I have gone over the 
magazine itself. This is a reallv worth- 
while presentation of utility TV on the 
local level. 

The only place that I could question 
your judgment is the selection of male 
"cheesecake" for the cover. 

Hay Martin, Dir. of Advertising 
Consolidated Edison Co. of N, P. 

• Taking your words to heart, we lia\e changed 
I In* typo of scenery on this issue's cover. 
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SPONSOR 




"What do you want for 37t7 n 

37^ won't stretch very far at your local meat counter these days. 
But on WAVE radio — 37 i will make 1000 sales 
impressions for you! 

(1000 television impressions would cost you 99 C - 1000 by ., 
newspapers would cost you $8.94!) 

Check Free & Peters for availabilities on WAVE radio! 



Facts above are from scientific, authoritative survey 
made by Dr. Raymond A. Kemper (head of the 
Psychological Services Center, University of Louisville) 
in WAVE area, July, 1951 Copy on request. 



5000 WATTS 



NBC 



WAVE 

LOUISVILLE 




Free & Peters, Inc., Exclusive National Representatives 
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There's a IVaq to Sell 'Em fn SALEar 

3 C J 





A hand-blown carboy is ready for 
finishing at Gayner Glass Works, 




■:-z 

V 

I 
M 

tut 

iJiitry 
TiGiyi 



WFIL-HITS THE TOUGH CUSTOMERS ...IN THE 14-COUNTY MARKET 



Takes a bit of doing to pep up sales in Salem 
... an average town of 9,000 citizens. Major 
interests: glass making, tomato growing, food 
processing ... and the annual niuskrat-skinning 
contest. But there's more than one way to skin 
a muskrat, to get your share of Salem's 
Si 0,505,000 annual retail sales volume. Best 
way to get your message across every day in 
Salem is by radio. And in Salem County WFIL 
stands high ... 75 per cent regular listener- 
ship. You cash in when you schedule WFIL. 



If you have sales problems in Salem... or any 
part of Philadelphia's 14-County Retail Trade 
Area . . . take the sure way to be heard every 
day. Remember, WFIL is listened to regular- 
ly by more than two-thirds of America's 3rd 
Market. Remember, it's the only Philadelphia 
station to show both day and night audience 
gains in BMB's latest survey. And WFIL takes 
your story much further than the 14 counties, 
into a total coverage area representing $9 billion 
in buying power. Schedule WFIL. 



and All of America's 3 rd Market 




Dllia 




3NA W. M. SIMPSON, Secretary- 
lass manufacturing is the major 
dustry in Salem. She's employed 
/ a Gayner Glass Works executive. 



SOL WEINSTEIN, Wholesale Furrier 
— He's one of 10 wholesalers whose 
annual business totals $2,455,000. 
Salem is famed for muslcrat pelts. 





JOHN M. WELDON, Auto Mechanic 
— This WFIL fan manages Nichols 
Buick service. Six Salem dealers sell 
cars worth nearly $1,000,000 a year. 



DANIEL P.GITHENS, Farmer— Salem 
County farmers spend twice 
($8,817) the national retail average 
per farm. He regularly tunes WFIL. 



t « 





560 kc. 

Cfje pfjilabelpfjm 
inquirer Station 

An ABC Affiliate 
First on the Dial 
In America's Third Market 



Rtprtstnltd by THE KATZ AGENCY 



WKMH 

5000 WATTS DAYTIME 

1000 WATTS NIGHTS 



* 3 



IS NOW NO. P STATION HEARD IN 

DETROIT Monday thru Friday 
-12 noon to 6 P.M. 

* IS NOW NO. 2 STATION HEARD IN 

DETROIT on Saturday 
Same Time 

IS NOW NO. 1 "BUY" IN THE GREAT 

DETROIT MARKET (based 
on cost per 1000) 



* Detroit Pulse Report 
Sept-Oct. 1951 



Congratulations to our Sister Station 

IrVKHM Jackson, Mich. 1000 watts 

Full time, NOW ON THE AIR. . . 
970 on the dial 



• • • • SEE YOUR HEADLEY-REED REPRESENTATIVE • • • • 

SPONSOR 



New and renew 
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I, New on Radio Networks 



SPONSOR 



AGENCY 



NO. OF STATIONS 



PROGRAM, time, start, duration 



American Oil Co 

Lever Brothers Co 
Lcvor Brothers Co 
Lever Brothers Co 
Pe|iperell Mfg Co 



Joseph Katz CHS 81 

N. » . Ayer VliC 298 

SSI : It CHS 

J. Walter Thompson CHS 180 

Beill on & Bowles CBS I 15 



50's > i 



:»f Cris 



Sur 



Challenge of ill 

30 Dec only 
Joyee Jordan. M.B.; M-F 3:30-13 piu ; 10 Dec; 
His Town; W 8-8:2."> pm; 2 Jan; 52 wks 
Luv Hacliu Theatre; W 9-10 pin! 7 Jan; S2 »k 
Bed Skellon Show; W 9-9:30 pin: 2 Jan only 



> pni ; 
2 wk 



2. Renewal on Radio Networks 



SPONSOR 



AGENCY 



NO. OF STATIONS 



PROGRAM, time, start, duration 



Burton-Dixie Corp 


Turner 


AKC 


1 1 7 


Paul Harvey and the News; Sun 10-10:15 pm ; 2 Jan; 
52 wks 


K. I. DuPont de IScmours & 
Co 

General Motors Corp 


HBDO 


MIC 


159 


Cavalca<lc of America; T 8-8:30 pm; 18 Dec; 52 wks 


Kudner 


ABC 


159 


Henry J. Taylor; M 8-8:15 pm; 17 Dee; 52 wks 


Mutual Bonefil Health & 
Accident Association 


l-ozcll & Jacohs 


MIC 


171 


On the Line with Hol> Considine; Sat 5 :-15-6 pm; 19 
Jan : 52 w ks 


Pliilco Corp 


1 1 ii tfli ins 


A IX 


287 


Breakfast (.lull ; SI-F 9:13-10 am; 31 Dee; 52 wks 


R. J. Reynolds Tuhaeco Co 


William Es-ty 


MIC 


lf>2 


Grand (He Opr» S Sat 9:30-10 pm; 5 Jan; 52 wks 


William Wrlgley Jr Co 


Rutlirauff & Ryan 


CHS 


181 


Gene Autry Show ; Sat 8.8 :30 pm ; 22 Dee; 52 wks 


William Wri^ley Jr Co 


Arthur Meyerhoff 


CHS 


188 


Life With Lui K i; T 9-9:30 pm? 8 Jan; 52 wks 



S. New National Spot Radio Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS-MARKET CAMPAIGN, start, duration 



American Chicle Co 

General Motors Corp 

Illinois Bell Telephone 
Co 



Clorcts 

Ituick div 
Telephone service 



Dancer- Fitzgerald- 
Sample (IS. V.) 
Kinkier <>i. Y.) 
N. \S. Aver <N. Y.) 



18 mkts 



100 mkts 
Illinois 



Auucmls; mi<l-Jaii; 13 wks 

luncittts: 16 Jan; 3 days 
A ii u rill % Christinas week 



4. National Broadcast Sales Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Charles R. Ahry 
Neale V. IJakke 

Halscy V. Barrett 
Charles Black 
Ralph T. Braun 
Arthur B. Donegan 
War*? l>orrell 
Charles Emdc 

Dr. Augustin Frigon 
E. jonny Graff 

Eugene M. Ilalliday 
Dave Kees 
Edward K. K imball 
Donald Man son 
Paul II. Martin 
Robert J. Me Andrews 

John W. MrGuire 



AEC-TV, IS*. Y., aeet exec 

WTMJ-WTMJ-TV. Milwaukee, local sis 
mgr 

DuMont, N. V„ sis exec 
W5A1, Cincinnati, pro<l mgr 
WMAR-TV, Balto., staff memher 
ABC. N. Y., asst puli dir 
C. E. Hooper, IN'. Y., \\i 

American Press Association, N. V.» vp, 

gen mgr 
CHC. M<mtreal, geti mgr 

kauf mail and Associates, N. Y., head 
radio, tv 

KSL-TV. Salt Lake, si* mgr 

KPI.V, S.F., prod mgr 

KSL, Salt Lake, prog dir 

CHC. Montreal, asst gen mgr 

W SKI, Montpelier, Vt., gen mgr 

SCR A, Illy wd., managing dir 

Anahist Co, Yonkers, N*. Y., dir adv 



Same, eastern si- mgr for net tv 
Same, si* mgr 

Consolidated Television Sales, Ni Y., eastern sis mgr 
Same, prog dir 
Same, pro m mgr 
Same, pnh dept mgr 

John Itlair, N. Y., prog, research consultant 
Fact Finders Associates. N. Y., sis »"gr, acct exec 

Same, d ir planning 

SnaUer Telescriptio.il s Sales, IN* Y., sis vp 

KSL, Salt Lake, mgr 
CBS-TV, N. Y., dir spec event $ 
KSL-TV, Salt Lake, sis mgr 
Same, gen mgr 

KFXM, San Bernardino, Cal., natl sis mgr 

John Poole Broadcasting Co, Illy wd., control mgr 
(Klilt;, Avalon Santa Catalina Island, KM2XAZ) 

ABC-TV, IS. Y.., acct exec 



• In next issue: New and Renewed on Television (Network and Spot); 
Station Representation Changes; Advertising Agency Personnel Changes 






Numbers after names 
refer to New and 
Renew category 



H. V. Barrett 
A. 6. Donegan 
Ward Dorrell 
E. M. Halliday 
D. L. Murdoch 



(4) 
(4) 
(4) 
(4) 
(4) 



\'ew and renew 17 December 1051 








Numbers after names 
refer to New and 
Renew cateqorv 

R. J. McAndrews (4) 
Fred M. Thrower (4) 
Bob Wood (4) 
Walter P. Lantz (5) 
R. Van Nostrand (5) 



-I. \atlonal Itroatlcast Stiles Executives (continued) 

NAME FORMER AFFILIATION "FW AFFILIATION 



II al ph I'*. M cK in ii ie 
\ iureut Mradr 

11. Lennox Murdoch 
Hobcrt C. Pa> lir 

Leslie II. IVard Jr 
Paul II. Salincr 
Donald V. Stewart 
I red M . I Ii row <t 
Kill Wallace 

rioli W ..»(] 



Paul II. Hsijim-r, JN. \ ., radio sis ingr 
CHS, N. \ ., asst to dir prop sis radio 

not sis dopt 
KM,- I V, Salt Lake, dir t\ operations 
local automotive m, Wichita, adv. puli 

rcl mar 

<f\BAL, WBAL -T>, Ba!to., asM mar 
Prod-dir-w ritcr, (".hi. 
\\ DT\ , Pittsb., s|„ ragr 
VliC.-TV, jV \ .. tv sis vp 

Broadcast ins Ser> ices, M npls., (Transit 

Had io ) , sis uifSr 
Victor \ an <!cr Linde. \ ., radio, tv dir 



Same, t\ si? ingr 

Same, asst research dir (".IIS Itatlio spot sis 
Same, nifjr 

KFll, Wichita, «.K pro in mgr 
Same, ingr 

WLlO. Easi Liverpool, ( >.» pen mar 
DuMont, N. i ., mar i»**t film dopt 
(IBS-TV, IS. V., \\> net tv sis 

Adam J. x oung, I.. V., w«r (Guaranty Uldg ) 
Fort I ltd list r y Co, *N . 1 ., midw est natl si s nipr 



.>. Sponsor Personnel Changes 



NAME 

Hotter I I*. Itrcckcnridac 
I <■<■ II. Bristol Jr 

Man Brown 
Harold J. ( ulton 

Bertram M . Domarest 
John L. (Gardner 
Paul Until 

<;. W alter l.altorir 
Walter I*. Lantz 
(.nircr W . Miller 
H. K. %an Nostrand 



FORMER AFFILIATION 

K<-me\ Corp, Union. X. J.. ad> dir 
MJC-TV, j\. \ . 

Pharmnco Inc. Rcnilw orth. V J asst sis ingr 
Pahst Brewing Co, Chi., liierrh, planning div 

Pallet Sales Co di> 
l J harmaro lne, Kcnilworth. [N. J., asst six ingr 
Omar I ne, Omaha, adv, sis pro in dir 
Procter *V Ganib'e Co. Ciiirimiati, media dept 

ingr 

Hen hen II . Don n el ley Corp. N . \ .. acet exe<o 
Bristol -.My ers Co, N. Y.. ad\ dept coordinator 
Neal I). l\ey Co. Phila. 
Hordeii Co, N, ^ ., prod adv 



NEV/ AFFILIATION 



Harriet HuM>ard Ayer lne, N. V., adv, sis prom mgr 
Bristol-Myers Co, !>. ^ ., asst adv mar (Amnions 

medicated powder, M init-Riili, Trushay ) 
Snmo, adv mar 

Same, sis vp Los Angeles Brewing Co, L. A. ( Pabst 

subsidiary ) 
Spine, sis mar 

B. T. Babbitt, "S. i odv. merehandisina dir 
Same, media dir 

Lever Brotbers Co. N. ^ ., gen prom mar 
Same, exec asst to pros product div 
Caloric Stove Corp, Pliila., adv dir 

Bristol-M j ers Co, i"S. Y„. adv nipr (Yitalis, Yitalis 
hair eream, Sal llenatica, )/r. District .Ittorney 
show ) 



6*. Xew Agency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Vdaiil Hat Mores I ne V \, 

Vlleu Products Co, All^ntowu, Pa. 

\mit> Leather Products Co, West Kcml, Wise. 

\rk lne, St. L. 

Beloit Dairy, CM. 

Brock les Pood Co, Dallas 

Chicago Heal Estate Board, Chi. 

( .<i lanl e-Pal moli \ e-Poct (,o, J crsoy Cit y 

(*oI|?ate-PnIuiolivo-Peel Co, Jerse> Cit > 
Comfort Mfg Co, Chi. 

John II. Dulaiiy & Sou lne, l-'riiitland, Md. 

1 1 ii sor 1 1 Sales Corp, Sheu an do ah, la. 

Du\ul Manor, (rcrinantow u, Pa. 

Lkco Products (Canada) Ltd, Toronto 

Feltou-Sibley Paint Co, Phila. 

Frntcx l-'uNliious, Akron 

Hoffman Badio Corp, L. A. 

Mason tK Mason Iuc, Chi. 

Midway Motors, L. A. 



Norw ich Phar rune a I Co, "Norw i 



Petiu Mutual Life liisnrance Co. Phila. 
Bockwood & Co, Brooklyn 

San Francisco X Last Bay Schools of "N ursine 
luc, S. V. 

*"ichueIder-l.orschcider (io, W aukcsha, Wise. 
I.. D. Scbreiber X Co, Cicrn Bay. Wise. 

Sen inpruf e lne, \, 

Security Mutual Life lusiirnnce Co, Binahnnitoii, 
V ^ . 

Monotone ( .orp, in ■ ford , "S . \ . 

I eh* Klnix Corp, "N. V 

\ Itmiiiii ( orp of Vmerlca, Ncwiirk 



Men's hats 

Al-Po ull-im-at clop, cat food 
Amity «li\ ision 

Plastic products manufacturer 
Dairy products 
Salatl dressings 
Realtor* association 
Kirkinan soap brands 
Super Slid*. 

Craig Martin toothpaste 
Frozen, canned foods' 
Dusorb, Lor cleaner 
Apart in cut house 
Cutlery manufacturer 
Paints 

Fratov Fashions in plastic 
TV sets 

Mason's root beer 
Ford denier 

Pep to -Bismol, Aiuolin, Nor forms 

Lift.- insurance 
Chocolate products 
School* 

Outdoor fly trap 
Packaged cheeses 

Lingerie, hosiery matin f net urers 
Life in suranee 

1 lenrinK aid 
1 V set manufacturers 
ltyhutol, Ju\cual, Yjouw 



Madison, IS*. V. 
Weightman I ne, Phila. 
BBDO, Chi. (eff 1 Jan) 
Seelia & Co, St. I>. 
Cruttendeii & Eger, Chi. 
Grant, Dallas 

II. W. Kastor and Sons, Chi. 
Charles W. Iloyt, N. V. (eff 1 IMar) 
Cuiiiiinaham it Walsh, i\. V, (eff 1 
Mar) 

Huthrauff «K; K> an, Chi. 
W. Earl Bothwell, IS. V. 
Allen & Reynolds, Omaha 
Weight man luc, Plilla. 
Walsh, Toronto 
Lamb -Jt Keen, Phil a. 
Buehl & Associates, Akron 
Footo, Cone Brldinp, L. A. 
Irving J. Hosenbloom Co, Chi. 
Yamlicri, Proehnow, M ell ugh A- M a- 
eaiilay, Beverly Hills 

National Export Advertising Service 
lne, X ^. 

Aitkiii-Kyuett, Phila. 

\ontia -X Biibioaiu, i\. V, 

llrisaeher, Wheeler & Staff, S. F. 

Barnes, Milwaukee 

Klnu-Y an Pi«*t ersoui-Dunlap, M ilw an* 
kec 

Joseph Katz Co, V. 
Bresniek Co, Boston 

K ml tier, N. V. 

Joseph Kntz Co, V V. 

Dunne Jones, IN. 



TO A 



^BfLuoN Dollar BUYING POTENTIAL 




Affiliated with CBS. 600 Kc. 5,000 WATTS 
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Rate, Per 1000 Listeners, 
Has Gone Down 10.1ft 
Compared With 1946— 



j 



tGS. 



WREC 

MEMPHIS 
NO. I STATION 



Represented by the KATZ AGENCY 



r 
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The 20 eye-catching poster de- 
signs on these pages represent 
WMAQ's strong outdoor 
advertising promotion for No- 
vember and December. They 
appeared on 87 Chicago area 
billboards and represented 



40,716,000 potential rei 
impressions per month' 

This is just another e> 
of the strong promotion! 
port WMAQ gives its 
tisers to build its dorr 
audience. 



tte r ..th.a.o. . P-^-r". - 1 P. . t h e . gre at € R] i (! we s t J 



the film or fflr 




V .s. 1. 



Disc Jockey //OfMXP 





on your dial 



NBC 



WEEKDAYS 




Music King fflM£ fftf9 iSfli 



on your dial 




WMAQ 



NBC 



Weekdays 



on your dial 




WMAQ 



NBC 



gMDAYS 



\m//Ot/$£OFMS/C on your dial 




WMAQ 


/ ~- SATURDAYS 



artlett's Welcome Travelers 





Via WMAQ's brand new trans- 
mitter tower — 250 feet higher 
than the previous one — the 
WMAQ signal now reaches 
17,500,000 people— an addition 
of 300,000 to the WMAQ 
"family". 



i 






Kenneth J. Forbes 

Director-Vice President 
Bovril of America, Inc., New York 



Britishers have been drinking oceans of steaming Bovril beef tea 
for generations. Bovril's gastronomic ancestor was even a staple in 
the diet of the Freneh army in Canada weU over a 100 years ago. 
But U.S. distribution was spotty prior to World War II. To many 
Americans. Bovril was a name seen on a huge electric sign in almost 
every newsreel shot of London's Piccadilly Circus. 

But Bovril of America, subsidiary of Bovril Ltd. of England, has 
changed all that with the judicious use of radio and TV in major 
markets, aided by magazines and newspapers. Within a year and a 
half the firm has done an "outstanding job in achieving retail food 
store distribution."' This according to the Industrial Surveys Com- 
pany, a market research outfit. 

At the helm of this "outstanding job'' is youthful Ken Forbes, 
ex-Canadian Navy Lieutenant, thoroughly schooled in Bovril matters. 
After three and a half years of navy duty (North Atlantic patrol) 
Forbes joined Bovril (Canada) Ltd. in Montreal, his birthplace, as 
director of sales and advertising. He beeame Bovril of America's 
western sales manager in 1950; succeeded to his present post recently. 

f or seafarer Forbes, the ebb and flow of sales currents are a chal- 
lenge. His direct approach; the fostering of a market-to-market sales 
development for the beef extract and cubes. The firm started with 
70 food brokers and a nucleus of eight to nine markets. Now there's 
distribution in 10 major cities. 

Behind this savory sales picture is that just-right blend of media 



fx. 



with radio and TV accounting (through Hilton and Riggio) for 35 
of a $250,000 expenditure. Forbes explains the air sales role. "We 
rely on radio and TV to introduce the product in a new market, hi 
later stages of the campaign broadcast advertising is expected to 
maintain initial sales surges, brand remembrance and recognition." 

r lo foster this aim, top homemakers and personalities like Billic 
Burke, Dione Lucas and others prepare or describe taste-bud-stinm- 
lating recipes involving Bovril's use. A tuneful "Whatever you make 
. . . Bovril makes it better" jingle adds to the melange. 

But Forbes is still not content. Like a master chef, he's striving for 
perfection- which might include millions of Americans slopping for 
afternoon tea Bovril beef tea. that is. 
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SPONSOR 




San Francisco has 3 TV stations. These stations give primary 
coverage of the San Francisco Bay Area and secondary coverage 
throughout Northern and Central California. 
The leading San Francisco TV station is KRON-TV. This 
leadership is clear-cut month after month because . . . 

• With the market's highest TV antenna, KRON-TV provides 
unparalleled ""Clear Sweep" coverage 

• KRON-TV presents the largest number of top-rated shows — 
more than the other two stations combined (Pulse and Telc-Quc) 

• KRON-TV attracts the most viewers in every audience segment — 
men, women, teenagers, children (Tele-Que - Pulse does not measure) 

• KRON-TV serves the largest number of advertisers (Rorabaugh) 

• KRON-TV offers the greatest percentage of audience . . . 
both day and night, and throughout the week (Tele-Que) 




SELL MORE ON CHANNEL 4 



Free & Peters, Inc. offices in New York, Chicago, Detroit, Atlanta, Fort Worth, 
Hollywood. KRON-TV offices and studios in the San Francisco Chronicle Bldg., 
5th and Mission Streets, San Francisco 
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In Los Angeles. . . 



Radio reaches 

just one percent less 

than everybody! 



Of all media, only radio has kept pace with the growth 

of the Los Angeles area (10-year population increase: 49%). 

Only radio can give you saturation coverage (99% 

of all metropolitan Los Angeles homes are radio homes). 

And of all stations, KNX is far and away the most listened-to 
in Los Angeles, winning virtually 2 x h times more 
quarter-hour firsts than all other radio stations combined*.. . 
reaching with its average nighttime program 
more Los Angeles families than 81% of all nighttime TV 
programs — during peak-listening evening hours. 1 



It doesn't take a slide-rule to figure your next step: just call 
KNX or CBS Radio Spot Sales. 





KNX 



CBS Owned . . . Represented by 



CBS Radio Spot Sales 



SEPT -OCT. I95L 6 AM-12 MIDNIGHT. 7 DAY5 



jSEPT.-OCT 1951, TELEPUL5E. OCTOBER 1951 6 10 PM 7 DAYS. 



tVeii? developments on SPONSOR stories 



SPURRED 

-for 



ee: 




With gamecock 
action we are 

winning sales battles 7*"} 
right in the 
the richer- 
Carolina Piedmont 
((Spartanburg-Greenville) Area. 

And, at the same time, we are 
delivering the largest listening 
audience on any station in 
the area!" WSPA personalities 
— Jane Dalton, Farmer Gray, 
Cousin Bud, Ed McGrath, 
Ace Rickenbacker — plus smart 
programming and the greatest CBS 
shows are responsible for that! 
* BMB Report No. 2. 



* 

Represented By 

John Blair & Co. 
Harry E. Cummings 

Southeastern Representative 



No. 1 CBS Station For 
The Spartanburg-Greenville Market 



Roger A. Shaffer 

Managing Director 

Guy Vaughan, Jr. 

Sales Manager 




"Sans advertising" 
Mav 1947 



CCl; Goodyear Tire and Rubber Company 
sells without commercial copy 



The Goodyear Tire and Rubber Company has achieved renown 
by sponsoring The Greatest Story Ever Told on ABC without using 
commercial copy. Now, these biblical dramas based on episodes from 
the life of Christ, will come to life on video. Premiere program is 
slated for 23 December on ABC-TV (Sunday 7:00 to 7:30 p.m.). 
The opener: "No Room at the Inn." story of the Nativity. 

Since the TV version requires extensive research, high costume, 
wig and makeup costs, it's estimated the show will be double "nor- 
mal" TV costs. (Average half-hour filmers range from $10-15,000.) 

The second film in readiness is "The Story of Lazarus." 

Like the AM version the sponsor will be identified with opening 
and closing program mentions only. And, to give added dignity, 
sincerity and authenticity to these bible stories, all members of the 
cast or others connected with the production will remain anonymous. 

Behind this public-service gesture is Goodyear's chairman of the 
board, Paul W. Litchfield, first to bring to a mass radio audience a 
fine religious presentation unspoiled by sales messages. (Actually, 
the program is believed to '"sell" strongly for the firm in a public- 
relations sense because the lack of commercial is so outstanding.) 



Sec! "Daytime TV: network programing" 

IsSUC: 29 January 1931, p. 44 

Subject: Network name personalities launeh 
daytime TV on a full-fledged basis 



Starting 7 January and from Monday through Friday thereafter, 
25 program hours a week will be added in mornings to NBC-TV time 
available for sponsorship. This announcement came from Frederic 
\V. Wile, Jr., vice president in charge of TV production, during the 
net's recent Boca Raton, Fla.. convention. 

The talent array, from Washington, Cincinnati, and Hollywood, 
will include these personalities: 10:00 a.m. — The Mel Martin Show 
(WLW-T, Cincinnati) ; 10:30 to 11:30 a.m. — film drama with a new 
male personality as host; 11:30 to 11:45 a.m. — Dave Willock and 
Cliff Arquette (NBC, Hollywood); 11:45 a.m. — Richard Harkness 
and the News (NBC, Washington); 12:00 to 12:30 p.m.— Ruth 
Lyons (NBC, Cincinnati); 12:30 to 1:00 p.m.— Ralph Edwards 
(NBC, Hollywood). 

For network and agency comments on the morning TV situation 




sec Mr. Sponsor Asks, p. 16. 




5,000 WATTS 950 KC 

South Carolina's Oldest Station 

SPARTANBURG, S. C. 




Sec: "I* Hcethoven commercial?" 

ISSUC: 5 J""*' 1950, p. 34 



SullJCOt: Classical music stations in 
2,.">00.000 and over rep 
Iv loyal advertisers 



markets of 
ort intense- 



WQXB. New York, celebrated the 15th anniversary two weeks 
ago of its commercial broadcasting of good music. On hand, through 
their continuing sponsorship, to mark the occasion were these top- 
name, long range sponsors of the "best in music": Jambarelli and 
Davitto Wines; Maxwell House coffee: Martinson's coffee (11 years) ; 
Curtis Publishing (10 years); Columbia Records; RCA (nine 
years) : Tournean watches (eight years) ; and Stromberg-Carlson 
(seven vears). 
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SPONSOR 



31 STATES 

Salesmaker to the Central South 



At 7:00 P.M. Saturday, September 29, Jefferson Island 
Salt made a one minute free picture offer. This one 
spot announcement drew the incredible total of 24,984 
replies. The mail came from 31 states. This is, so far 
as we know, an all-time mail pull record for a single 
announcement — further proof of the pulling power 
of WSM advertising. 



NASHVILLE 



WSM + 1 MIN. = 24,984 LETTERS FROM 31 STATES 



CLEAR CHANNEL 
50,000 WATTS 

IRVING WAUGH 

Commercial Manager 

EDWARD PETRY & CO. 
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VALUABLE 
MARKET FIGURES 

on one of the 
nation's largest 
and most profitable 
market 



Write for WJR's Important, New Booklet, "Coverage and Market Data" 



In this new, fact-filled booklet, Vi'JR 
offers many significant market figures 
of its primary coverage areas . . . figures 
such as Drug Sales, Food Sales, Auto 
Store Sales, Total Retail Sales and 
others. In addition, the booklet gives 
the latest Passenger Car Registrations 



compiled from the State Automobile 
Registration Bureaus of Michigan, 
Ohio, Indiana and Pennsylvania. 
Here's a booklet that all advertisers 
and agencies will find invaluable in 
measuring the potential of a great 
Write WJR, Dept. 10, Fisher Building, Detroit 2, Michigan 



market — and the best way to reach it. 
Use this valuable booklet as a year 
around, easy-to-read reference piece 
... it can save you hours of research. 
Send for your copy today and keep 
it on hand for the future! 
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Radio 
■tmprie<t*x Greatest 
I (Irertishtg Medium 



Represented nationally by Edward Petry & Company 
Eastern So/et Office: 665 Fibh Ave, New York 
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Let your salesmen 
in on pradvertisin 

You can't get the most punch out of your air campaign unless 
you inform and enthuse the sales force, SPONSOR survey shows 



Between nine and five 
o'clock on the day you 
read this article, at least 100 top sales- 
men will have told business acquaint- 
ances, sales managers, and even cus- 
tomers exactly what they think of their 
companies' advertising program. A 
fair sampling of the remarks would in- 
clude the following: 

"What's the use of buying a lot of 
radio advertising? The company should 
spend that money on higher commis- 
sions for us. That's my opinion." 



"The guy who thought up our com- 
pany's radio program is way up in the 
clouds. If he ever got out in the field, 
he'd know it can't possibly sell our 
type of product." 

"What show do we sponsor? I don't 
know anything about it. W rite the 
company a letter." (This to a custo- 
mer, no less ! ) 

"Do you know what I heard today? 
The company is spending two million 



.wo mi 



llion ! 



dollars on advertising 
Those guys must be crazy : they'll bank- 



rupt the company and we'll all lose our 
jobs before we know it." 

If your salesmen echo these com- 
ments, a definite gulf exists between the 
company's advertising and the sales 
force. Under this condition, salesmen 
feel they're fighting the sales battle and 
bucking competition with little or no 
support from the home office and its 
advertising program. It also means 
that salesmen have never been shown 
how to use national advertising in their 
personal contact selling. A part of the 







Ed Sullivan tours country for Mercury Dealers 
selling them on TV show. They tie in locally] 



\ 







acl\ ertis-mg dollar, therefore, isn t 
working to sell the product. 

Despite complaints, few salesmen 
condemn national advertising. In a re- 
cent surve\ made In the Association of 
National Advertisers. 90' ; of the in- 
terviewed salesmen expressed approval 
of national advertising. 

But more important. 10' < said they 
didn't know much ahout advertising. 
This group contains the disgruntled 
salesmen, people never integrated into 
the company's advertising program. 

\mong toi> brass, too. there are 
manv who don't understand advertis- 
ing. Many an intelligently thought out 
campaign has been nipped in the bud 
because senior executives distrusted or 
misunderstood the methods of advertis- 
ing. For that reason, each new cam- 
paign should be "sold" and explained 
fullv to all executives of the firm. But. 
on a daj lo day basis, it's the disgrun- 
tled salesmen who need facts on the 
firm's advertising most. 

Let s take one of tbese salesmen and 
see how lie fits into his company s ad- 
vertising operations. Jim Heming 
works for Transcontinental Gadgets, 
Inc. \lthough the man and the com- 
pan\ are real, the names are fictitious, 
lleming is a top-drawer salesman in- 
telligent, business-wise and dependable. 
He works out of St. Louis and lie's 
been selling that territory for 20 vears. 
His home office is located in New , t ork. 



Six months ago. an advertising agen- 
cy sold Transcontinental a good half- 
hour radio drama. Negotiations were 
in process for several months. Although 
the company was practicall) committed 
to the million-dollar project at the time 
of the last regional sales meetings, no 
announcement was made to the sales 
force. 

But a week before the program went 
on the air. the vice president in charge 
of promotion mentioned to the adver- 
tising manager that "the people in the 
field should be told about this." 

"O.K.. boss.'' replied the a. m., who 
then turned to his assistant and said, 
"Work up a letter to all sales managers, 
brokers, and salesmen. Tell 'em it's a 
big deal. Attach a schedule of stations 
and program time." 

"O.K.. boss."' said the assistant. 

The one-page letter reached Jim 
Heming 48 hours before the premiere 
of the program. He glanced at it, won- 
dered how much the husky-voiced fe- 
male star was being paid, then tucked 
the letter into the lower right-hand 
drawer of his desk. 

1 hat was that, so far as Heming was 
concerned. Positive impact on his re- 
lations with the company — nil. Posi- 
tive impact on his ability to increase 
sales — nil. Later in the dav Heming 
mentioned the program to another 
salesman. Did radio really pay off? 
he queried. It seemed too fleeting to 



him. "A half hour, then poof! Gone!" 
he said. "Anyway, TV's the thing 
now. 

Just what can be done to draw the 
Jim Hemings and the air advertising 
efforts of their firms closer together? 
To get the answer. SPONSOR talked with 
salesmen, dealers, advertising mana- 
gers, and agency executives. A care- 
ful sifting of the discussions produced 
the following conclusions: 

• Air advertising should be two- 
pronged. It persuades the consumer 
to buy. It must also help and stimulate 
the seller to sell. 

• The. sales force is one of advertis- 
ing's more important audiences. When 
salesmen are thoroughly, briefed and 
sold on an advertising program, thev 
can use it to improve their own sales. 

• When advertising plans are kept 
from the sales force, this unit becomes 
isolated. The salesmen lose aggressive- 
ness and grow easily discouraged. 
Their morale suffers. They consider 
switching jobs. Result: advertising dol- 
lars don't stimulate the maximum num- 
ber of personal sales dollars. 

• With but few dissents, all inter- 
viewed parties agreed that close inte- 
gration and coordination between ad- 
vertising and the sales force is neces- 
sary to a good, efficient selling pro- 
gram. 

Who's doing a good job of sales and 
advertising coordination? For one. 



CO>l>IO.\ >l INTAKE: these tulnten, hohnohhiittf irith their air star, hare furyotteii to introduce her to the nferst 




Sylvania. In the hotly competitive ap- 
pliance field, astute coordination may 
mean the margin between a profitable 
and a mediocre year. No company is 
more aware of this than eager Sylvania 
Electric Products, where advertising di- 
rector Harry Cunningham considers 
the indoctrination of salesmen a pri- 
mary job. 

"Poor integration is just poor com- 
pany operations," Cunningham says. 
"I can't see how any advertising man 
can afford to ignore the sales force. 

"A well-informed salesman can do a 
maximum selling job for the product." 
he adds. "To sell most effectively, the 
salesman should be told in advance of 
all planned national advertising so that 
he can pass the information on to his 
customers. A big advertising program 
is important to a salesman's morale. 
It makes him proud. When he has this 
attitude, he's enthusiastic about both 
the advertising and the product. And 
nothing sells a product as well as en- 
thusiasm." 

Twice each year. 10 days before the 
six-month program of advertising 
breaks in all media. Sylvania gathers 
its salesmen into carefully planned 
meetings. Each salesman is given two 
elaborate portfolios, one detailing the 
advertising campaign for the particular 
product he represents and the other ex- 
plaining the company's over-all adver- 
tising program. TV and radio are heav- 



ily stressed. The full line of products 
is promoted on Beat the Clock over the 
CBS-TV network. Over radio, the com- 
pany sells television sets, using Grant- 
land Rice and his sportscast over CBS 
on Fridays and Sammy Kaye's Syl- 
vania Sunday Serenade on Sundays 
over ABC. 

At these meetings, each group is ad- 
dressed by an advertising man. One 
point is hammered repeatedly: take ad- 
vantage of the thought and effort that 
went into this advertising campaign. 

Take fluorescent tubes. Sylvania 
wants to elbow the way for this prod- 
uct into General Electric's and West- 
inghouse's market. The advertising 
message is hinged to a "No Risk" offer. 
If the tubes don't stay brighter and last 
longer than any other, the company 
guarantees the purchaser his money 
back. It's a bang-up argument for 
sales, the salesmen are told, so use it 
at every opportunity. 

In this way, the advertising message 
does double duty. Not only does it 
strike a national audience, but it's used 
locally by salesmen to lever personal 
sales. 

Sylvania advertising men also pound 
home the fact that the company is sup- 
porting the sales force with the biggest 
advertising campaign in its history. 
"Salesmen absorb the personal impor- 
tance of advertising," says Cunning- 
ham. "I've seen them get up and cheer 



after we explained our plans. At other 
times, when they felt advertising wasn't 
doing a job for them, I've seen them 
sit as still as mice. There's no doubt 
that a good salesman isn't going to stay 
put if he believes his company isn't 
helping him. He'll look around for a 
company that can help him." 

Like several other companies, Syl- 
vania tries to move its air-advertising 
talent out into the field. The more con- 
tact between talent and salesmen, as 
well as between talent and consumer, 
the better is the company spirit of the 
sales force, Sylvania finds. Salesmen 
get a kick out of company-sponsored 
in-person appearances of talent and 
tend to grow more interested in the 
air broadcasts. Thus far. Sylvania has 
used only Sammy Kaye who travels be- 
tween cities with his band. The Syl- 
vania dances, with no admission 
charged, have drawn up to 12.000 peo- 
ple on the West Coast. The personal 
appearance of national talent builds 
product prestige on the local level and 
spurs the enthusiasm of the Sylvania 
sales force. 

The list of sponsors adopting this 
merchandising technique keeps grow- 
ing each year. Lever Bros, pioneered 
the personal appearance with Bob 
Hope's NBC tour of military camps. 
Chesterfield, the new Hope sponsor, 
has followed the tradition. Coca-Cola 
(Please turn to page 61) 
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Benefits of "selling" ad plans to salesmen 
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Sales/nans all-important morale is boosted by knowledge that 
air advertising is really effective. Mystery of why firm chose a 
particular program is stripped away, cutting out gripes that 
money is being ivasted on radio and TV. 

Sales/nan learns how to actually use air advertising. By coor- 
dinating with commercial copy points he can drive home 
arguments ivhieh have already been planted via air. He can 
tell distributors what kind of coverage product is getting in 
their area, urge that they tie in with displays, good shelf posi- 
tions to reap full benefits. 

Company gains because salesmen are less likely to leave for 
new jobs when they feel they are being backed up effectively. 
Incidental benefit to advertising department of firm derives 
when company top executives attend briefings of salesmen and 
themselves get better understanding of advertising. 
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You Are 
What You Eat 

HRST AID FOR SIGNS Of ACE 

HOW TO DL'Y LIVER 

SOUP OR SALAD TO START MLALS 



Man: 



spell 
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Drug firm's use of air ( S l| 



Tt happened a few weeks 
ago in a large independent 
drug store on Manhattan's West Side. 
A bewildered matron in her early 40*s 
stood gazing at the gleaming array of 
some 200 assorted pills, powders, emul- 
sions and suchlike thai stood in neat 
rows and displays, ready to pamper 
and ease the American tummy. The 
druggist smiled at her. confidently. 

The customer seemed trying to re- 
member something. "It's one of those 
products that add "bulk' to your diet,"" 
she said delicately. "1 can't remember 
the name off-hand. . . ." 

The druggist showed her several lax- 
ative preparations. At each of them 
she frowned. "No." she said firmly, 
"that's not it." Then, she brightened. 

"I remember!" she said, 'It's the one 
on the radio where they spell the name 
backwards!" 

Without batting an eye, the druggist 
reached for a package of Serutan. 

ft was an old story for him, as he 
later told sponsor. Many a time in the 
past he had seen absent-minded cus- 
tomers come into his store and ask for 
the Serutan Company's number-one 
product in that roundabout, but per- 
fectly effective, method, ft was also an 
unspoken tribute to Serutan's air ad- 
vertising efficiency. 

Things have been that way with Ser- 
utan almost from the day. some 14 
years ago. when the product was first 
launched hopefully on New York's 
WOR by its young (then 21, and just 
out of Rutgers University) hoss. Still 
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Victor Lindlahr, Serutan health commentator, formerly sponsored on MBS, now heard on 
ABC. Above, Lindlahr drinks, not a Daiquiri, but sauerkraut juice, with pretty starlet. 
Below, health magazine owned by Serutan cross-plugs Lindlahr in neat tie-in articles 
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way, its a radio-TV "success" 



fmnually) provides valuable tips on reaching' "over-35" market 



in his 30's and one of the youngest ma- 
jor-eompany executives in the drug 
field, Matthew B. Rosenhaus has ad- 
vertising — particularly radio — to thank 
for establishing the product "where 
they spell the name backwards." 

Today, "Matty" Rosenhaus, a man 
who had faith in his product and his 
advertising "gimmick."' can look back 
on the lean early days with the same 
complaeency as the man whose friends 
laughed when he sat down at the pi- 
ano. For air-advertised Serutan's sales 
today play a merry tune on drug store 



cash registers. 



Exactly where Serutan stands in 
terms of sales as a result of this adver- 
tising is a secret kept close to the Ro- 
senhaus family (Matty's brother, Irv- 
ing, is the boss of Newark's WAAT and 
WATV) . However, there are some 
guideposts. According to a researeh 
study of the authoritative trade publi- 
cation Drug Topics, the business done 
last year in all laxative products in 
U. S. drug stores was about $125,544,- 
000. Of this sizable figure, about $14,- 
317,000 was done in the so-called 
"bulk" laxatives. This, in turn, was 
split almost evenly between "ethical" 
products (prescribed by doctors) and 
"proprietary" products (over-the-coun- 
ter). 

To find Serutan's share of both of 
these latter groups. sponsor talked to 
several leading druggists, wholesalers, 
competitors, and drug industry sources. 
This is what SPONSOR learned : In over- 
the-counter sales. Serutan practically 



wins in a walk among "bulk" laxatives. 
Also Serutan gets plenty of boosts from 
the medical profession, who prescribe 
or recommend it. 

Sponsor's conservative guesstimate 
of Serutan's annual laxative sales to the 
public would be in the $6,000,000 to 
$7,000,000 bracket. Other product 
sales would put the firm's gross up in 
the $10.000.C)00-and-over class. No 
Sterling Drug or Bristol-Myers, but 
Serutan is sound, profit-making and a 
big advertiser. 

The Serutan Company makes most 
of its money selling the laxative that 
gave the firm its name. But there are 
other Serutan products on the market: 
Geritol (an iron-building tonic); Sed- 
agel (an antacid for middle-aged tum- 
mies) : Nutrex (a vitaminized com- 
pound) ; R.D.X. (a weight-redueing 
formula). However. Serutan is easily 
three-quarters of the firm's business, 
and gets the same star treatment in the 
firm's advertising and air usage. 

Advertising in general and radio in 
particular has literally hauled Seru- 
tan up the ladder to its present pre- 
eminence among bulk laxatives sold in 
drug stores (not counting Kellogg's 
All-Bran, which sells in grocery stores 
and is also a plain cereal food). Like 
most drug firms covered in a recent 
Association of National Advertisers 
study. Serutan spends between 25 Cr 
and 30*X of its sales for advertising 
purposes. Unlike the average drug ad- 
vertiser — who will normally put about 
I Please turn to page 58) 
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Serutan uses DuMont's "Cavalcade of Stars"; spot "P 



How >S> rut nit became iVo. I bulk 
laxative via air advertising 

1. No waste circulation: Serutan seeks 
"over-3.V customers who are higgesl laxative 
users. Selection of serious programing 
(news, health expert, commentators, ete.) 
pinpoints this market. 

2. Consistency: Serutan has used 
virtually the same radio approach for some 
14 years, TV for two. Firm is j ear-Vouud 
advertiser too. 

li. Saturation: Serutan airsells its un- 
usual name heavily, often has two or three 
net radio shows, a TV show at same time. 

4. Merchandising: Serutan doesn't leave 
loose ends. Heavy (63% of S2,300,000 
budget) air campaigns are merchandised 
to trade, in drug dis|»!a)s. 
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HOMOGENIZE?) 

XltC has most extensive merchandising plans of nets to date, recently did trial run in Cleveland, St. Louis (above) which proved successful 



TFii.v is what the networks ttow of ier or 
hare planned in the way of iiit*rcfi«n<fi.viii</* 
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Network spokesmen said they 
hud no merchandising plans at 
prcscnl, would eo n cen I rale in - 
stead on program proniolion, to 
them Jin* "inif f iinrlioir' of a 
radio net. While AI5C docs on 
occa-ion «ciid out mailing'-, net 
d<mht« value to <'licnts of further 
sale-, aids. \ policy change awaits 
re»nlts of efforts 1»> other nets. 



J 

Now studying results of test incr- 
eliainlising campaign in seven 
markets and 187 stores. .Mutual 
hopes |o he aide to gi\e clients 
""something lie is not aide to get 
for himself,'' wants to study 
merchandising carefully hefore 
plunging in. Il will prohahly 
stress distrihiitinii-lmilding in 
smaller markets when it is reudv. 



CBS 



Il is prohahle that NM( plans 
will spur adoption of expanded 
CHS merchandising. Meanwhile, 
net semis news of availahle dis- 
plays of its sponsors' products 
to the nation's grocers and drug- 
gists \ia "Radio Picture-News" 
and hacks up its one-shot Red 
Skcltou sponsors with services of 
a specialist and lots of sales aids. 



The ml 
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Most extensile of net plans in- 
cludes 12-111:111 field force to help 
aililiatcs set up own local mer- 
chandising departments; team of 
three cx-McarsI experts guiding 
operations from Mew York. Will 
give client varying aids, which 
might include: consumer pan- 
els, stock checks, selling dealers 
on giving sponsor displays, etc. 



'■' Itef inif ion: mercliamlisiiifi is the art of eon vert inx <id 
impressions In sales, via everyl liinu from postern lo research. 



$500,000 Nllt 



A Applause rang out, a 
former Hearst executive 
spoke, and a new era in 
network radio was born a few weeks 
ago at sunshine-dipped Boca Raton, 
Florida. 

The former Hearst executive was 
Fred N. Dodge, director of NBC's new 
merchandising division. What he had 
to sa\ to the assembled affiliate sta- 
tion executives ushered in merchandis- 
ing as a new and important factor at 
all the radio networks. For whether 
their top executives welcome the pros- 
pect or not. NBC's $500,000 invest- 
ment in merchandising and dctcrmina- 
lion to make it big time will force the 
hand of all three of its major rivals 
and probably lesser nets and an in- 
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||i A "PLUS-VALUE" STORE 
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CBS mails store-display news to grocers and druggists, backs up Red Slcelton sponsors MBS is in experiment stage, tried "Plus-Value Stores" tie-in 



I work nierdiaiidisiiii era is here 



pur unprecedented point-of-sale and other sponsor benefits in *52 



creasing number of independent sta- 
tions as well. 

What does all this mean to you as 
a sponsor or agency executive? 

Right now. nothing. But within the 
first quarter of 1952. NBCs merchan- 
dising plans will go into action and, by 
the spring, when special summer-sell- 
ing promotions start, ABC, CBS, and 
MBS are expected to have special mer- 
chandising inducements of their own 
to offer — giving you plus without cost. 

Just how effective network merchan- 
dising will he depends to a large ex- 
tent upon sponsors and agency execu- 
tives themselves. If they assess their 
own merchandising problems carefully 
and select specific jobs which are most 
suitable for the networks to undertake, 
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everyone is sure to henefit — the past 
history of media merchandising indi- 
cates. On the other band, if sponsors 
go into conferences with network mer- 
chandisers armed only with the desire 
to get "something for nothing,'' helter- 
skelter, lip-service activity may be the 
only r result. At least that's the way men 
with decades of merchandising experi- 
ence look at today's formative period 
in the era of network merchandising. 

To give advertisers some basis for 
such careful pre-planning before they 
actually sit down to talk turkey with 
network merchandisers. SPONSOR has 
surveyed each of the major networks 
to find out what they now have to offer 
or are developing. (See box at left for 
quick summary.) But before you con- 



sider the details of today's present mer- 
chandising developments, let's take a 
look at (1) what media merchandising, 
a much-misunderstood word, means; 
and at (2) what has led up to the 
present network merchandising era. 

1. Merchandising has no clean-cut, 
all-embracing definition because it con- 
sists of many things. But, roughly, it 
is anything which media do for their 
advertisers to help convert advertising 
impressions into sales. The help may 
take the form of posters at the point-of 
sale reminding the shopper that the 
goods she sees there are the ones ad- 
vertised on radio program A — thus 
bringing into her mind again the sales 
points made by the announcer. Or, 
(Please turn to page 71) 
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f cigarette clai 



harmful to all a 




Many acl men fear that by "reducing believability to new 

lows," and by taking swipes at claims of their competitors, current 

cigarette commercials are undermining all air-selling efforts 



Ba.k in 1946. Frederick 
Wakeinan. an ex-account 
executive of Foote, Cone & Behling, 
caused a stir in advertising circles with 
his Binehart novel. The Hucksters. 
The hook was chiefly distinguished hy 
its stinging portrait of Evau Llewelhn 
E\ ans. straw-hatted president of tlie 
fictitious Beau tee Soap Company, and 
erratic "genius" of radio advertising. 
In the popular mind. Evans was com- 
monly considered a satire on George 
W ashington Hill, Sr.. the late president 
of the Vmerican Tobacco Company, 
who had his erratic didos. too. 



lere is no reason for exhuming 
\\ akemat! s rather vicious lampoon of 
the advertising profession, except that 



it mirrored vividly, in oire scene, what 
has now become a disturbing dilemma 
for sponsors in general, and cigarette 
advertisers in particular. That is the 
problem of how far a sponsor in a 
highly competitive field can go in his 
use of "hard-sell*' commercials, with- 
out violating good business standards. 

Wakeman's Evans was the arch-type 
of the extremist sponsor. In the fa- 
mous scene inside the ad agency s con- 
ference room, the tyrannical Evan*, is 
shown hawking on the table, then 
turning to bis new account executive 
to explain his c\ nical philosophy: 

"Mr. Norman, you have just seeen 
me do a disgusting thing. I glv word, 
"spit.' but. \ou know. \ou'll alwa\> 




Fictitious radio sponsor Evan Evans (shown here in ad agency conference in MGM film, "The 
Hucksters") was lampoon of "hardboilod" minority of clients who place hard-sell before ethics 



remember what I did. Because even 
if you build the most glamorous, high 
Hooperating show on the air — it ain't 
gonna do us a damn hit of good, un- 
less you figure some way to sell soap 
on it. You gotta make the people re- 
member you. I'll tell you a secret 
about the soap business. Mr. Norman. 
There's no damn difference between 
soaps. Except for perfume and color, 
soap is soap. 

"But the difference, \ ou see is in 
the selling and advertising. We sell 
soap twice as fast as our nearest com- 
petitor because . . . of repetition. And 
by repetition. b\ god. 1 mean until the 
public is so irritated whir it, they'll 
buy your product because the) bloody 
well can t forget it. . . . All you pro- 
fessional ad\ertising men are scared 
to death of raping the public. I say 
the public likes it. if \ ou got the know- 
bow to make "em relax and enjoy it. ' 

Extremist though it mav be. this 
brand of thinking lias penetrated, 
among other sponsors, several of the 
Big Six cigarette advertisers to an 
alarming degree, mam ad men be- 
lieve. At one time, the major cigar- 
ette advertisers were content with con- 
juring up fanciful phrases: I'd Walk 
A Mile For A Camel. Blow Some. My 
11 ay. Reach For A Lucky Instead Oj 
A Sweet, But then, in 1929. Old Gold 
began dabbling in tbe therapeutic 
value of its cigarettes: Not A Cough 
In A Carload. That touched olT the 
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LUCKY STRIKE HAS TOUCHED OFF CONTROVERSY AMONG AD MEN WITH NEW CAMKAIfeN. Sbt PKO'b AND CON'S LISTED BELOW 



THE GREAT DEBATE ON CIGARETTE ADVERTISING 



PRO: Exaggeration is economic necessitg 

In face of fierce cigarette competi- 
tion, advertisers must use "uniqueness" 
pitch to gain or hold superiority. 

Because smokers have guilt complex, 
you must convince them your brand is 
"less harmful" — by use of exaggeration. 

The market has been expanded by hard- 
s_ell tactics. This is beneficial be- 
cause it makes more jobs in the tobacco 
business, hence more sales of all goods. 



CON: "Ocerrloittjrj it" hurts «ll sponsors 

When you depreciate your competitors, 
you waste opportunity to emphasize le- 
gitimate virtues of your own product. 

By attacking rival ad claims, you 
weaken believability of your own claims 
and those of all advertising. 

By making dubious pseudo-scientific 
claims, you harm radio/TV's public 
relations ; arouse distrust of opinion — 
makers in government and the press. 



What ad men say about extreme claims 



Karlc I imI^iii. 

Pre*., Earlf Litdgiti 
«£- Co.. Chicago 




"An instructor in Business: Adniinis- 
tnition ('ollcgc. Syracuse l r ., wrote 
recently: 'When wt: in college teach- 
ing acquire ;i new class of green- 
capped freshmen this fall, we will 
find they have a wise-guy cynicism 

al t advertising. They know . . . 

advertising is a slippery, dishonest, 
shabby activity that thrives on mi- 
truths, halftrntlis, gross distortion.' 
They will soon be our buying public. 
They arc all suffering from an acute 
case of 'Fatigue of Belie* ability.' 
. . . (I I advertising — selling adver- 
tising — has proved over and over 
again it doesn't need the cheap, the 
tawdry, the exaggerated, to make it 
effective. ... If people lose their 
belief in advertising, what else have 
we got to sell?" 



Fro«I«'ri«-k It. Gamble, 

Pres.. 4,1'* 




"The American Association of Adver- 
tising Agencies has always held that 
it's the responsibility of an advertis- 
ing agency to be a constructive force 
in business. We further hold that, 
to discharge this responsibility, ad- 
vertising agencies must recognize an 
obligation, not only- to their clients, 
hut to the public, the media they 
employ, and to each other. It's a 
bad thing for all advertising when 
an agency competes- on the basis of 
disparagement not on merit. The 
4A's Standard of Practice is opposed 
to copy containing false statements, 
misleading exaggerations, pscudo- 
scientinV advertising, and testimoni- 
als which do not reflect the real 
choice of a competent witness. *' 



lljirr\ It. Itr«'ss.k'r, 

Senior ratlin I V rnpy- 
icriler, McCann-lirirkunn 



J 



"Once you begin slashing away at 
the underpinnings (if competitive ad- 
vertising claims, you wind up com- 
mitting hara-kiri on the hclicvuhil- 
itv of your own claims. What's more, 
the negative attitude is just plain 
bad salesmanship. Kvery second yon 
devote in a commercial to knocking 
the other fellows, is one more sec- 
ond lost that you could have Used 
for selling the virtues of your prod- 
uct. To my mind, the exaggerated 
statement about 'nation-wide snrvev 
proves,' or the pseudo-scientific med- 
ical bar-graph, are also poor sales- 
manship. This has been so over- 
done, that tin- public is inclined to 
take it with not one but several 
grains of salt.'' 



fuse. The public was barraged with 
a mumbo-jumbo of chemical terms, 
percentages, bar graphs, medical re- 
ports, irritation tests, and the inevita- 
ble white-clad physician peering som- 
berly through a microscope. An indus- 
try bon mot was, "Nowadays, you've 
got to quote either the American Medi- 
cal Journal or Reader s Digest." 

Not content with evacuating the ad- 
vertising realm of fanciful phrase- 
making, some have gone to even great- 
er extremes. They've recently devoted 
their commercials to an all-out attack 
on the advertising claims of their com- 
petitors. 

What does this bitter tobacco feud- 
ing add up to? Some ad agency ex- 
perts condone the current advertising 
claim-counter-claim as a necessity. 
They point to the fact that, in the 
cigarette business, the stakes are enor- 
mous (Americans spend some $4,000.- 
000.000 annually on tobacco prod- 
ucts). Thus, the competition is savage 
I newcomers constantly try to invade 
the market of 60.000.000 Americans 
who consume over 370 billion cig- 
arettes yearly). Yet. actually, differ- 
ences between the major cigarette 
brands are minute. 

Consequently, these adherents say, 
the embattled cigarette companies are 
perfectly justified in adopting extreme 
"hard-sell' tactics — as long as the ad- 
vertising moves their cigarettes off to- 
bacconists' shelves. 

Many opposing experts, however, 
contend the current trend in cigarette 
advertising has reached the point 
where it is dangerous for the tobacco 



companies themselves, and advertising 
at large. Briefly, the critics are con- 
cerned about these key points: 

1. They question whether a fron- 
tal attack on competitors' claims is. in 
fact, profitable dollars-and-cents sales- 
manship. As one top radio-TV execu- 
tive at Lennen & Mitchell (which has 
the Old Gold account) commented. 
"When you squander your commercial 
time by depreciating your rivals, you 
waste the opportunity to emphasize the 
positive virtues of our own brand." 

2. They maintain that internecine 
cigarette warfare results only in lessen- 
ing consumer belief in all advertising. 
In the words of McCann-Erickson sen- 
ior radio-TV copywriter Harry B. 
Bressler, "Once you begin slashing 
away at the underpinnings of com- 
petitive claims, you wind up commit- 
ting hara-kiri on the believabilitv of 
your own claims.'' 

3. Finally, many ad men contend 
that by staking all on dubious pseudo- 
scientific claims, the cigarette com- 
panies make all advertising the more 
vulnerable to attack from the movers 
and shakers of society — government 
officials, newspaper columnists, maga- 
zines on the order of Reader's Digest, 
and Better Business Bureaus. The con- 
tinuity acceptance chief of a major 
network told sponsor, "If the cigar- 
ette companies keep making shaky 
medical claims, while pulling the rug 
out from under rival claims, they may 
well speed the time when the govern- 
ment steps in. In fact, we may have 
a situation akin to Canada's. There the 

(Please turn to page 69) 
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How 

l.Vs 
"Ad 
Abuses" 
Committee 
works 



1. 4A's Committee has sent out 6,000 folders 
asking ad agencies to be on alert against adver- 
tising that's "fraudulent, misleading, in poor 
taste, depreciative of competitors, makes unsub- 
stantiated claims, unbelievable testimonials." 

2. Participating ad agencies (now 314) submit 
complaints detailing cases of objectionable ads. 

't. Committee screens out invalid or frivolous 
beefs; sends legitimate complaints to alleged 
terong-doers. No publicity, enforcement is used. 

I. Committee admits system has little effect on 
conspicuous "ad incorrigiblcs," but says it en- 
courages — /'/ not enforcing — good taste, honesty. 
Great need is for more, agencies to participate. 




IS/US 
tetulers 
<tti<( board 
members 

March, 1951 



STANDING (I. to r.)' 
Alexis Coudert, 
atty.; Frank White. 
MBS: Kenyon Brown, 
KWFT; Edgar 
Kobalc, chairman; 
Charles C. Caley. 
WMBD; John Part, 
Goodwill Stations 

SEATED (I to r.) 
R. Preston Peters, 
Free & Peters; 
Hugh Terry, KLZ- 
Lou Hausman, CBS; 
Wm. Beaton, KWKW; 
Wm. B. Quarton, 
WMT; Wm. B. Ryan, 
pres. BAB; 

Bob Sweiey, WDSU; 
Allen M. Woodall, 
WDAK; Marlt Woods, 
formerly ABC; 
Lewis Avery, 
Avery-Knodel; 
Simon Goldman, 
WJNT; Harry Spence, 
KXRO 



What sponsors can expect from 




Coming soon arc stcpped-iip BAB research projects 
on ratlio-vs.-TV, radio results, farm radio 



With the hearty confidence 
of an organization out to 
promote a sure thing, the Broadcast 
Advertising Bureau last week revealed 
in New York the details of what is up 
BAB's radio promotional sleeve for 
1952. Advertisers will be feeling the 
weight of BAB's stepped-up radio re- 
search and fact-finding activities as 
early as January. And, BAB feels, 
more advertisers will then be turning 
to BAB for their data on all types of 
radio air advertising, and eventually to 
more radio use. 



Many a BAB project that was only 
in BAB's "future" file, when sponsor 
reported on the new BAB in its SUM- 
MER Selling Issue (9 April 1951), 
will soon be a reality. Other projects 
and research services recommended 
then by sponsor, or by ad men quoted 
in sponsor like Block Drug's George 
Abrams and Welch Grape Juice's Abe 
Rosenfeld, are also due to become BAB 
fact. 

Here's how BAB's upcoming 1952 
services shape up for the air advertiser: 
1. There will he a greatly-increased 




RADIO 

SALESMAN 



amount of radio research for advertis- 
ers and agencies to use. 

Many special projects, to define ra- 
dio's boundaries and uses as an ad- 
vertising medium, are due to be re- 
ported out of BAB between now and 
April. These include more over-all 
studies of radio, more special studies 
of radio-only homes and radio in TV 
homes, out-of-home listening, auto ra- 
dio listening. No definite dates are set 
for all, but all are in the works. 

2. How radio stacks up against other 
(Please turn to page 66) 
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DKPARTHKKT STORE 



Behuntaan'*, Inc. 
St. Paul, Minn. 
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BAB data now 
being sent oat 
in bulletins like 
those shown at 
left help sta- 
tions do better 
job for sponsor 



This cost breakdown makes buying si 



Circulation under 
20,000 S 

,,,, 

KGSvTV *.it|pf 
WTTV » 



:..*A^vri:iti;^&& 

KPM.O-TV 



50,000-75*000 



rO(>TV: ,;* 
«sr» ?' : 

fHRC-TY 

?HBP-TV s;: 

fsoc/rv'--** 

»CX. te(,ANB 

R»tr . 

JSAZ.TV *' 
iitmKfllTON 




5* 

ksl.tv fpl 
ken.:*- ':&m 

WOAt;TV 

<*$;*<: a • '.. 



■- ■.■-.•r-;w;w^.vw^».>i-?^v,-v.\v.'.vA 

75,000-100,000 



/arv 

fFMY-TV 
PRC-TV 

fMCT, 

rrvj 

IAMI 

TAR-TV 1 
MTV 



WOW-TV 

OMAHA...;.;. ;\i.. : 

WTVR : ' If • 
RICHMOND :. 
WHAMiTV 

KlNGiTV -v-:. 

S«ATTt-k 

KOTV 
-riifcsA 
WDEU-TV 



00,000-150,000 



rAGA.TV 

fLTV 

'SB-TV. 

ixamva' - 

RUO-TV 

fFAA-TV 

ASAF»TV 

*i,i.A*-rT. »»» 

/KY-TV 

(((.A, CITY 

/JAC-TV 

(DAF.TV 

»M»A» tllTV. 



WGAl^TV,; 
I.ANCA4TSR $ ' 

WAVg.TV , 

WHASiTV?* 

Mjtsi fry )><.<: 

KFM8.TV 

saw ot«roo 

WHEN 

WSYRVTV 

sv«».cu*r 

WSPD-TV 



50,000-200,000 



i/LAV.TV WNHC-TV 

RANO RAI*rt>* NEW MAVtH 

/FBM-TV WJAH-TV 

•.C!*«A»*.J-«* fBOVIOKMCfe 

i/KZO-TV WP.GB 



AVERAGE SPOT TV RATES (Class "A," one-timi 



3 stations, 3 cities. One hour— $195 to $250 (average $21 5); Half-hour— $1 17 to $150 (aver- 
age $129) ; One-minute or less— $20 to $35 ( aver age $28.33) ; 8-seconds— 2 stations, $15 to $17.50 
rave rage $16.25). 



4 stations, 4 cities. One hour— $300 to $325 (average $306,25) . Half-hour— $1 80* to $195 {aver, 
age $183,751; One-minute or less— $40 to $60 (average $49,69) ; 8-seconds— 3 stations, $24,te: 
$29.25 (average $26.08'. ' •? '•. :■;<. ■ 



14 stations, 10 cities. One hour— $300 to $500 ^average $361^43^; Half-hour— $180 to $300 
(average $216.85); One-minute or less — 11 stations, $50 to $90 (avera ge $5 1. 57); One-minute 
^Tstations, $50 to~$80 (average $63.33); 20-seconds— 3 stations, $40 to $65 (average $51jj 
8-seconds— 10 stations, $25 to^60 (average $34. 30K 



13 stations, 12 cities, One hour— $400 to $600 (average $476.15) ; Half-hour— $240 to $360 (avep-;: 
age $285.76) ; One-minute or less— 10 stations, $65 to $120 (average $87.50) ; One-minute~~3 sta- 
tlo7is7$100To - $110 jjaverage_$J03.33) ; 20-seconds— 3 stations, $75 to $90 (average $81.66) ; 
8-seconds— 9 stations, $32.50 to $50" (average $38.04). 



16 stations, 11 cities. One hour— $400 to $650 [average $493.75^ Half-hour— $240 to $390 (aver- 
age $296.25); One-minute or less— 13 stations, $80 to~$H0 (average $91.08); One-minute— 3 
stations, $75 to $104 (average $89^66); 20-seconds— 3 stations, $60 to $78 (average^71 .66) ; 
8-seconds— 15 stations, $36 to $52 7average $43.57). 



6 stations, 6 cities. One hour— $480 to $750 (average $565); Half-hour— $288 to $450 (average 
$339) ; One-minute or less— $90 to $132 (average $104.50)'"; 8-seconds— 5 stations, $45 to $66 
(average $53.70). 



>0O,OO0-25O,QGO 



WBEN.TV 

WWIO-TV 
WtW-D 

OAVTOM 

KGO.TV 
KHON.TV 



6 stations, 3 cities. One hour— $600 to $750 (average $645.83); Half-hour— $360 to $450 (aver- 
age $387.50); One-minute or less— $100 to $125 "(average $116.75); 8-seconds— 4 stations, $30 
to $60 (average $52.50). 



easier 



T»v» The figures below (lire average spot 
TkB TV rales — by market size. They hare 
many rtiluable uses, chief among them 
being for a quick estimate of a campaign's cost. 
(For ready reference, SPONSOR suggests read- 
ers clip anil post these pages.) 

This com pilatiou is the third in a series by Weed 
X: Com puny TV manager, Peter It. James. He 
calculates that one 20-secoml announcement on 



100,00 

STS PAUL.. 

WMAU+TV 
WNBW' 
WTOP.TV 
WTTG 
Wash,, Of, c. 



all 10') stations would cost $15.11') (one-time. 
Class "A" rate); that rates are up 10 to 20f ( 
over 1950. Says James: "H9 stations list an 
eight-second 'ID' rate, 43 mine than 1950, show- 
ing the increasing import of eight-second slots." 

The K feil figures are particularly useful in 
orienting new clients on TV rates as well as in 
rapid estimates of what an appropriation for 
spot TV will buy in markets of varying size. 




10 stations, 4 cities. One hour— $550 to $850 (average $660 ) ; Half-hour— $330 to $480 (average 
$390) ; One-minute or less— 9 stations, $100 to $160 (average $125.55) ; One-minute— 1 station, 
$110; 20-seconds— 1 station, $100; 8-seconds— 9 stations, $30 to $80 (average $56.66). 



10-350,000 

I.JTTSBVKSH 

KBD-TVi:: : • 




000-600,000 
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fEWS 
■NBK 




900-800,000; 



frBZ-TV 

fNACTy';|j. 
&9TON 

*JBK-T\i 

jfWJ-TV 

JXYT-TV 





0-1 Million 



/FlUtTV 
\tPTZ 




«'KNBH 
KTtA 
KTSti- 

krrv 



8 stations, 4 cities. One hour— $650 to $850 (av erage $775) ; Half-hour— $390 to $510 (average 
$465) ; One-minute or less — 6 stations, $113.75^to $150 (average $132.29); One-minute — 2 sta- 
tions, $125 to $150 (aver ag e $137.50) ; 20-seconds— 2 stations^ 00 to $1 35 Javeragejll 1 7^50^; 
8-seconds— 8 stations, $40 to $75 (average $55.55). 



3 stations, 1 city. One fiour— $750 to $800 (a verage $783.33) ; Half-hour— $450 to $480 (aver- 
age $470) ; One-minute or less— 2 stations, $150 to $160 (average $1 55) ; One-minute — 1 station, 
$200 ; 20-seconds— 1 station, $165; 8-seconds— 3 stations, $75 to $80 (average $78.33). 



5 stations, 2 cities. One hour— $1,100 to $1,250 (average $1,160) 
(average $695) ; One-minute or less— $200 to $250 [average $220) 
to $100 (average $87.50). 



Half-hour— $660 to $750 
8-seconds — 2 stations, $75 



3 stations, 1 city. One hour— $1,400 to $1,500 (average $1,466.66); Half- hour— $840 to $900 
(average $880); One-minute or less— $250 to $300 (average $283.33) ; 8-seconds— $125 to $150 
(average $141.66). 



11 stations, 2 cities. One hour— $750 to $1,500 (average $1,140.90) ; Half-hour— $450 to $900 
(average $689.09) ; One-minute or less — 6 stations, $200 to $325 (average $26 1^66 )j One-min- 
ute— 5 stations, $T35 to $250 (a verage $ 194) ; 20-seconds— 5 stations, $90 to $230 [average 
$163); 8-seconds— 10 stations, $40.50 to $150 (average $112.55). 



r 2»/ 2 Million 




7 stations, 1 city. One hour— $800 to $3,750 (average $2,371.42) ; Half-hdur— $480 to $2,250 
(average $1,422.86) ; One-minute or less — 2 stations, $775; One-minute — 5 stations, $165 to $650 
(average $383) ; 20-seconds— 5 stations, $130 to $550 (average $301) ; 8-seconds— 6 stations, $80 
to $387.50 (average $252.92). 



What goes on in a clam-bed goes without saying. They're 
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»le: there's no exchange, no buying; 
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... . And in all radio] 



( to CBS Radiol 



t than to any other network. It offers more of radio's top- 
j ranking programs than all other networks combined . . . 

attracts the largest volume 



of advertising, For new spon- 
sors this leadership assures 

greater returns from the 

start than on any other network.... If you have something 
to sell, you have something to my. Say it where your 
customers listen most . . . on the (J^Q ^^difi^f i^M/rtA~_^ 




PHOTO OFFER 



FAMILY LEGAL BOOK 



>PON>OK: I. II, r-on l-luntl "alt Co. \(,E\C1: Noble Dun 

ni'MII ( \-F ll!-Tom : \obh'-l)iin produced a 
transcribed announcement lo test the willing power of Jef- 
ferson Salts 7:00 p.m. Sal unfa) night announcement. 
I lie one-lime message offered a free pfiolo oj Jimmy Dick- 
ens, featured star on Jefferson Salt's ('.rand Ole Opr\ 
half-hour. The mail return from this single pilch teas an 
amazing 21.901 photo requests from 31 states, including 
such distant points as California and ()iet>oit. 



PKOCRWh Transcribed Announcement 



RADIO 
RESULTS 



TELEVISION SETS 



SPONSOR: Greystone Press, Inc. AGENCY: Iluher Ho? 

C\PslEE CASE HISTORY: Greystone Press ran a test 
campaign on their ''Family Legal Adviser" — a book sell- 
ing for >2.98. The first u eek, three announcements pulled 
416 orders for s 1.329. or about ivhat the firm anticipated. 
The following week, six announcements for the book 
brought in 1.132 orders for a $3,373 gross — but at a cost 
of 26 1 1 >cJ less per order than Greystone Press anticipated. 
The two-week dollar tally was $4,702. 



WCBS. New 1 oil 



PROGRAM; Housewives' Protective 
League 



FREE CANDY OFFER 



SPONSOR: Jackson Candy Co. AGENCY: Direct 

CU'Sl'EE CASE HISTORY: Jackson Candy, celebrating 
its 38//; anniversary, offered a free box of candy to the 
first 200 fans writing to WHK. The announcement, made 
on the Bill Gordon Show in mid-morning, drew 100 letters 
plus 50 telegrams the very same day. The next morning's 
mail brought in 1.250 replies to this one-time $13.25 an- 
nouncement. The cost for pulling in 1,400 requests 
amounted to less than \<t per inquiry. 



W HK. Cleveland 



PROGRAM: Bill Gordon Show 



DRUG PRODUCT 



^P<>\-()lt: r.-le\i-io M & \piiliiime. Inc. \OENCY: Direct 

f VIM \.\; < \s|. MlsToin : The stores co-proprietor 
said: "If ue sell !'.() of these 17" 77 sets in the next 10 
da \ s nell \)c off the hook.' lie rejeried lo lliree models 
priced jiom s 1 5'). 95 lo S 179.95. The sales approach: 
jour different { )()-second comma rials uhich were worked 
mil by 11 1:1 \l announcers. I he cost: S200. //; eight days, 
the appliance store sold \(u sets. The sales gross, held 
dou n l>\ an mdei -laliiiu. bottleneck, reached S28.000. 



\\ I IM. I Hi M.iiil. Ma~ 



PROGIi VM: TraiwriU-d 
ViiuounccmriiN 



SPONSOR: Calotahs Co. AGENCY: Dillard Jacob- 

CVPSI EE t:\SE HISTORY: The company sought to in- 
crease its sales of Calolabs, a cathartic, in Memphis' vol- 
ume drug stores. Pre-radio sales and inventories were 
carefully checked; then an announcement campaign was 
inaugurated. The schedule: four announcements and 
transcriptions daily. Monday through Saturday. At the 
end of seven necks this was the tally: dollar volume up 
383', for the 15* size; 900% for the 300 size. Cost: 
s96 weekly. 



\\ 1)1 \. Memnhis 



PROGR \M Announcements: 
Transcriptions 



SEWING MACHINES 



M'lA^OK Mla-Nh \ j, ( ,,. VCI.MA: I) net 

< \ I'- 1 II < \-l 1 1 1 — I < » i; N / s28 expenditure involv- 

ing four jiai tii ipaliims mi a d.j. shoii. the lludds Sliirvhrr 
I 't(i»i am, inmpiisrd tllas campaign lo gel customer 
leads for elerliii seuing machines. I he announcements 
asked listerias to ieqae\t demonstrations. I he posl-caiu 
")>aign lalh : hundreds of demon si i at ion requests and (>."' 
resultant subs for a gloss of well oici Sj.000. Home 
ib-moiislialinn requests he pi coming in aflei the lalh. 



RUG CLEANER 



\\ MUM. Mum P.. ;.<b 



PIMM, It \M . I!udd\ N;<i. Ii. i P .ii 



SPONSOR: Albino Rug Co. VGENCY: Direct 

(VIM EE c \Si; HISTOID : Albino aimed to encourage 
store traffic in a suburban location, and customer interest 
in a rug cleaner. A A 195 expenditure for three half-hour 
programs of the musical guessing game variety made up 
tlbino's air campaign. The show, offering exchange cer- 
tificates for u inning listeners, drew 5.800 entries. 0j 
these. 1.000 certificates were brought to the store for the 
rug cleaner, completely exhausting the slock. 

W \(.l„ ^ynirnsc PROGR V M : Musical Prize Party 
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OF 
SALES 





500 



CO-OPERATING 
DRUGSTORES 



in the heart of the rich New England market 



"WBZ Feature Drugs" is the package that can 
boost your volume in New England drugstores! 

It's more than a radio program that attracts 
thousands of listeners regularly (1:00-1:30 
PM and 7:00-7:15 PM Monday through 
Friday). It's a continuing merchandising proj- 
ect, with an alert field staff providing reports 
to advertisers on 200 storechecks monthly. 

It's a power-packed promotion, too. Co-opera- 



WBZ 



BOSTON 

50,000 WATTS 

NBC AFFILIATE 



tion is guaranteed in 500 selected outlets 
identified by the decalcomania shown above. 
In addition, these 500 highest-traffic inde- 
pendent stores maintain continuing displays 
exclusively for the use of "WBZ Feature 
Drugs" advertisers. » 
In all New England, there's absolutely noth- 
ing like the "WBZ Feature Drugs" package. 
If you want immediate sales action, get avail- 
abilities from Station WBZ or Free & Peters. 



synchronized with WBZA 
SPRINGFIELD 



Westinghouse Radio Stations Inc Serving 25 Million 

WBZ • WBZA • KDKA • WOWO • KEX • KYW • WBZ-TV 

National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 

RADIO -AMERICA'S GREAT ADVERTISING MEDIUM 
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Happy endin 



These people are watching a happy ending . . . 
and so are you. Because, while they've been 
watching, the sponsor has persuaded them to 
buy. He will make up their order later, 
but they have made up their minds tonight. 

The story started when this sponsor brought 
his problem to CBS Television Spot Sales. 
He was looking for prospects for a booklet 
on New York vacations, and we suggested 
WCBS-TV's late-evening film program, 
'"The Late Show." At the end of two months 
of participation, 31,424 people had asked 
for the booklet! Two months after the offer 
ended, viewers were still asking for it. 
At last check, the cost was down to 1 1.6 cents 
per inquiry — and still dropping! 

It didn't just happen. Sponsor met customer — 
and sponsor sold customer — because CBS 
Television Spot Sales' careful analysis of his 
problem and time-tested knowledge of TV 
assured him of the right show. 

Ask us for a specific recommendation on 
your next problem. No matter what the story, 
we can help you find a happy ending. 

CBS TELEVISION Spot SALES 

Representing wcbs-tv. New York: wcau-tv, Philadelphia; 
knxt, Los Angeles; wtop-tv, Washington; wjitv, Charlotte; 
ksl-tv, Salt Lake City; and \vafm-t\. Birmingham, 
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How soon will morning TV become important to 
national and regional sponsors? 



I Advertising, Sales Promotion Manager 
Harriet Hubbard Ayer Incorporated 
New York 




Mr. Ware 



The 

picked panel 
answers 

Mr. Breckeiiridjie 

It is ol)\ ions that 
ihc value of par- 
ticular lime peri- 
ods van . else w e 
w ould never have 
heard the term*. 
-Class A. B, and 
C time." li s also 
ohvious that dif- 
fcrcnl sponsors 
have different re- 
quiremenls in the 
Upe and number of the audience they 
want to reach. 

However, assuming it is the home- 
maker the advertiser wants to talk to. 
and that your question refers simply 
to how soon morning T\ will draw a 
sufficiently larfje number of honiemak- 
ers to moke il profitable to the adver- 
tiser the answer is simple. For our 
experience show s % oil can get a profit- 
able audience at any hour if you hau 1 
a program or personality that Mrs. 
Housewife wants to see. 

\\ itness the radio personality. John 
Gambling. Se\eral years back he lil- 
< ralK fdled Madison Square Garden at 
7:00 a.m. Three \ears ago we pio- 
neered in daUirne television with Mis- 
sus Cars A" Shopping. It went on the 
air at noon w ith nothing preceding nor 
following it. Ilomeniakers tuned in 
their sets f<,r this one particular pro- 
gram and it pulled a 16.8 rating! 
More rccenlh we were responsible for 
a local program in Cleveland. It was 
scheduled fnr 1 1 :0() a.m. Saturday 
mornings. Critics said tin- time period 
was impossible. It was too early on a 




da\ when people had too many other 
things to do. Actually, this show 
achieved the highest rating of any 
housewives' daytime program e\ er tel- 
ecast in that city. And it proved enor- 
mou si \ successful in sales. 

To answer your question in a sen- 
tence: morning TV will become impor- 
tant to a sponsor just as soon as he 
can develop a program homemakers 
reallv want to see. 

Walter Wake 

Tl Director 

Scheideler. Beck & JT emer. Inc. 
Xcw York 



It is important 
now. With night- 
t i m e television 
practically filled 
up and with the 
television a u d i- 
ence expanding 
to \ irtually everv 
market i n the 
country, daytime 
television, cer- 
tainly including 
morning television, is the logical an- 
swer for the sponsor who can afford 
fiequcney of sales impact. It is more 
important to the national advertiser 
now because the radio pattern of strip 
shows is being followed in the planning 
for da\ lime television. Before the end 
of next year, it seems to me, sponsors 
will be waiting in line for good strip 
periods on the major networks. 

Ibis time will arrive sooner when 
programs which have merchandising 
possibilities are added to the dawime 
roster. Day lime television cannot sup- 
port itself with mere \ iewcr-per-dollar 
ad\ ertising. 1ml sponsors must buv 
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shows with sales promotion, merchan- 
dising, and dealer appeal which will 
permit him to get his dollar value out 
of the increased time and facilities cost. 
Thus, in the next year we will probably 
see shows like Breakfast in Hollywood 
and other similar programs on a five- 
a-week basis. 

The regional sponsor will again find 
it difficult to secure good time and 
harder to justify daytime strip costs 
than the so-called major national ac- 
counts. 

George F. Foley, Jr. 
President 

Foley and Gordon, Inc. 
Sew York 



Television has al- 
ready started to 
prove that you 
can sell goods 
as effectively on 
pro- 
as you 
can at any other 
time during the 
d a y. However, 
morning televi- 
sion will reach 
full maturity in 




Mr. Madden 



its importance to national sponsors on 
7 January. 

On 7 January NBC will start pro- 
graming 25 hours between 7:00 a.m. 
and 1:00 p.m. (Monday through Fri- 
day ) . This investment of over $75,000 
per week for talent and production 
costs represents the most extensive pro- 
graming efforts ever undertaken by 
any network. As of that day our 
schedule will read: 



7:00- 9:00 
10 :0010 :30 
10 :!101 1 :30 



a.m. "Today" 

a.m. "Mel Martin Show" 

a.m. (To be announced) 
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11:30-11:45 a.m. "Willm-k & Arquctte Show" 

11:15-12:00 noon "Harkness & News" 

1^:00-12:30 p.m. "Ruth Lyons" 

1*J:30- 1:00 p.m. "Ralph Kdwanls" 

7:00-9:00 a.m. Today: This pro- 
gram is a morning briefing session that 
will entertain you. inform you on every 
significant world and national event, 
but Today is even more than this. To- 
day listens as well as looks. News of 
Korea as it comes off the tape, wire 
photos of Paris st>les as the\ come off 
the wires, Churchill's views from Lon- 
don within a few hours of his speech. 
Today has time on the screen. Today 
is every known means of communica- 
tions, all used for the first time to 
bring the news into NBC's studio of 
tomorrow. Today is Dave Garroway 
updating you completely on news 
events every 20 minutes as he pilots 
this fast-moving two-hour show. To- 
day is low-budget programing which 
will permit new advertisers To partici- 
pate in network television for the first 
time. 

10:00-10:30 a.m. Mel Martin Show: 
The Mel Martin Show, which will orig- 
inate from Cincinnati, has already be- 
come one of the favorite programs with 
the fans of the Crosley network. Mel 
Martin, who can best be described as 
a voung Tom Brennenian, is both an 
entertainer and a salesman. His suc- 
cessful audience participation format 
should have little trouble in pleasing 
the lady viewers across this country. 

11:30-11:45 a.m., Willock & Ar- 
quette Show: This is a 15-minute com- 
edy program featuring two men who 
have a particular flair for warm, folksy 
humor which undoubtedly will be 
whole-heartedly accepted b\ the public 
and advertisers. 

11 :45-12:00 noon, Harkness & News: 
In addition to bringing us up-to-date 
on happenings around the globe, our 
capital-city newsroom will be on the 
lookout for human interest and other 
items of particular interest to the dis- 
taff side. An advertiser for this pro- 
gram would gain a news franchise that 
should join with Camel News Caravan 
as one of the most important and effec- 
tive programs on the air. 

12:00-12:30 p.m., Ruth Lyons' 50 
Club: We have confidence that this 
lady will duplicate the great success 
she had enjoyed with the Crosley net- 
work. Before very long we expect her 
to emerge as one of the important na- 
tional personalities in telecasting. 

12:30-1:00 p.m., Ralph Edivards 
I Please turn to page 78 ) 



Tulsan s Enjoy a 




Standard of Living 

Tulsans enjoy a higher standard of living than do citizens of Oklahoma 
City, San Antonio, and New Orleans, according to Sales Management's 
Survey of Buying Power. 

The Southwest average income per family is $3,784.00. The average 
per Tusa family is $5,292.00. Since markets are people with spendable 
income it makes good sense to put your advertising dollars where they 
can gain sales for your product. 

KVOO, alone, covers all of the rich Tulsa market area plus bonus coun- 
ties in Oklahoma, Kansas, Missouri and Arkansas. 

For greater results at lowest cost per family put your schedules on 
Oklahoma's Greatest Station, KVOO, in Tulsa! 




50,000 WATTS 1170 KC NBC AFFILIATE 



TULSA, OKLAHOMA 

National Representatives — Edward Petry & Co., Inc. 
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PEOPLE sell bett 





i J V 




THE VOICE, WITH ITS SPECIAL EXPRESSIVENESS 



In Priseilla Mullins' day, white things came out dingier 
even with rinsing, and people who inhaled were seized with 
paroxysms of coughing. In her day if nature wasn't always 
right, it was just tough. But even in Plymouth colony, the 
Pilgrim Fathers (and, obviously, the daughters) knew that 
people sell better than parchment. What more proof than Pris- 
eilla' s advice to John Alden : "Why don't you speak for yourself, 
John?" 



The point is, when you want to sell something, the best way 
is to speak up about it. And only network radio makes it pos- 
sible to speak up to a truly national audience. 



ion paper 




Priscilla and her pilgrim friends remind us of Thanks- 
giving. Thanksgiving reminds us of Christmas selling. And 
i Christmas selling reminds us of the way you can use NBC radio 
to boost your sales this season. This year you can use network 
radio as a seasonal medium. Under our new plan, you can use 
anything from a one-shot to a saturation campaign. It's not 
too late either. If you call us today, we can have you on NBC 
i coast-to-coast in 3 days. Call us today and hear the whole story, 
i 

If you speak for yourself on NBC Radio, you'll convince 
a lot more Priscillas . . . and Johns. 



BC Radio Network 



a service of Radio Corporation of America 




This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg* 
ments of the industry. Contributions are welcomed. 




Flamimjo premium on Class C time reaps I02,I.>0 van tops 




WCBS-TV's Patt, Flamingo's McCarty with tops 



When v on c;ii) pull in 102.450 can 
top? In using Class C t tint* on Vi CBS- 
TV. .New ^ ork. j>lns test radio and T\ 
in Oklahoma CJi ty . Detroit, and Chica- 
go, vouve got a "hot* item. In this 
case it was two solid sellers: Flamingo 
frozen orange juice (Leigh Foods I and 
an offer of a Sw ing- \-\\ a\ wall ran 
opener for 25<? and 30 Flamingo can 
lops. 

But. before this successful >e\ en- 
week campaign started in early Sep- 
leinher. Donghi- Leigh executiv e~ pon- 
dered about premium tvpes that would 
he most .suitable. Comic books for the 
kids or brooches for (he ladies were 
under consideration but the Swing-. \- 
Wav opener won. I he clincher, accord- 
ing to Milburn McCarlv. Jr.. Leigh 
Foods vice president, was three factors: 

1. I lie ? I.0!i can opener, in a choice 
of red. \ el low or white, was a quality 
item and a good value. It was impor- 
tant thai premium standards ho a* high 
a~ the product standard. 

2. Premium was unusual because of 
its magnet i/cd "magic fingers [hat 
Indd se\ ercd < an lids. 

'■'>. Perfect tie-in. Flamingo's one- 
miniilc film commercial could feature 
the i an of I lamiico juice being opened 
w ilh a s 'w iiiL r - \\Vav . 

lie ail < a 1 1 1 1 >;i i ,r i l inn until 5 No- 
\cmber CofTei c^iiiicd 1") November) 
with \\ CP^-'I \ -npob in'-' the hcaw 
I in n< li. One minute film commercial- 
nc\t to 1 1 it ' \foicorri hlrn ^hotr 



caught housewife \iewers. So. too. did 
an adjacency to Warren Hull's Strike 
It Rich, and the Late Sltoir on W'CBS- 
T\ caughl husbands and wives. 1 he 
same film ran in Chicago, Detroit, and 
Oklahoma with a one-minute transcrip- 
tion for the radio spiel. 

First returns came in slowly fi\e 
da\s after the initial offer. Slow 
enough for Leigh personnel to handle 
it themselves. Then came the deluge 
of tops and (|iuirters and the Reuben 
H. l)onnelle\ Corporation was called 
in. The latest tall) : 00 cubic feet of 
can tops: thousands of quarters. 

Leigh ollieials credit OO'/c of the 
campaign success to W CBS-TV. While 
returns from out-of-town were satisfac- 
tory Leigh executives believe that re- 
turns would have been greater had a 
local instead of a New ^ ork box num- 
ber been used. 

In .New ork. Flamingo sales were 
doubled at a cost of only $3,500 week- 
Iv plus several thousand dollars for 
point-of-sale materials. \nd, because 

Ti3fni/ioo cm tops 



402,450/ 




Wall can opener proved irresistable air offer 



of tin- campaign s staggering success, 
another offer is scheduled. 

1 he enthusiastic responses included 
one fiom a New ork man who post- 
poned his move to Rhode Island for 
one month because his wife wanted to 
accumulate 30 can lops and Flamingo 



wasn't available in that particular 
Rhode Island community. 

It s a problem that'll soon be taken 
care of. Flamingo, which first hit the 
New York market in June 1950, now 
has distribution along the Eastern sea- 
board and parts of New England. It's 
first in sales in the Jewel Tea chain in 
Chicago, and the product is on grocers 
shelves in Detroit, Oklahoma City, St. 
Louis, and expanding into Texas. All 
in all, markets that represent 50/£ of 
the population. 

Plans for 1952 call for continued use 
of radio and TV with an expenditure 
of $500,000 to $1,000,000 depending 
upon distribution at that time. * * * 

WMAQ* iViVIMJ top Hews 
eoveraye sells sponsors 

News can be made extra-valuable for 
radio advertisers. That's the contention 
of WMAQ. NBC in Chicago, and its 
sister station, WNBQ (TV). They back 
up their contention with an enviable 
news sponsorship record. 




On-the-scene radio reports are a sponsor draw 



For. with WMAQ hanging the "sold 
out" sign in its weekday news opera- 
tion, the paid-for newscast tally stands 
at 80 weekday and five weekend shows, 
six weekend shows are unsponsored. 
WNBQ's score: 24 commercially spon- 
sored shows weekly: nine sustainers. 

Credit for this commercially success- 
ful news operation goes to William 
Ray. bead of the news department for 
NBC in Chicago since early 1943. It's 
his belief that wire service material 
must be bolstered by local reporting bv 
men who know their business (see 29 
January 1951 spoxsok. "Are you get- 
ting the most out of your news spon- 
sorship?'") . 

This policy has paid fill with a grow- 
ing list of scoops bv staff men like Len 
0 Connor and Jim llurlbut. The two 
recenllv scored three news beats in one 
dav . O Connor produced an important 
witness for the grand jury in a notori- 
ous local ease: llurlbut was in at the 
killing of one bandit and the capture 
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of another and, with sports commenta- 
tor Tom Duggan, broke the news that 
University of Kentucky cage stars were 
involved in the basketball scandals. 

But that's not all. The 85 sponsored 
AM shows and 24 commercial TV 
shows are backed up by a considerable 
staff of newsmen who can write the 
news, rewrite wire copy or. if need be, 




WNBQ's cameras aid WMAQ's AM know-how 

can go on the air and read the news. 
On video, news analysts Clifton Ltley 
and Alex Dreier give advertisers that 
something extra with their authorita- 
tive comments. * * * 

"Count Your Customers"* is 
new BAB station sales tool 

Over 930 BAB-member stations now 
have at their disposal a fact-filled sales 
tool of vital importance to regular and 
prospective air advertisers. It's a 32- 

total results of 22 ARBI studies, 

FURNITURE, APPLIANCES & HOUSEWARES A0VERTIS1NC 



MEAN%0FP^jnElB25.4% 

,.,JTj]35.9% 

TOTAL TRAFFIC" ^ 



MEAN % OF 
TRAFFIC 
WHO PURCHASED 




3EH3M44.9% 

fji]ji)45.0% 
49.1% 




MEAN % 0F» MTO28.4% 

^^HHiH39.0 % 

VOLUME PURCHASE0^HHHD?3.3 % 



TOTAL DOLLAR' 



ARBI's studies chart shows radio's strength 

page report called ''Count Your Cus- 
tomers" and it shows what happens 
when advertising is bought and sold 
on the basis of results. 

Details for "Count Your Customers" 
were garnered from 50 certified sur- 
veys conducted by Advertising Re- 
{Please turn to page 78) 



Advertisement 




THE NEEDLE! 

!' \ Vice-Pres. Geifl Mgr. 

Associated Program Service 151 W. 46th, K. fc 19 



''Radio won't woik for me," said a 
loeal department store executive to a 
broadcaster recently. "And don't say I 
haven't tried. We've used radio now 
and then, but newspapers always bring 
in more customers." 

Conversation sound familiar? Of 
eourse! Many station-operators have 
heard it. Hut the broadcaster who lis- 
tened to t he particular words we've 
(juoted suddenly had an idea. He was 
silting at lunch at the time, and he 
leaned across the table and said: 

"Not to change the subject, but 
do you think you can tell the dif- 
ference between Scotch whiskey 
and Bourbon? 

"Anybody can do that" was the 
store-operator's amazed reply. 

"Bet ten bucks on it?" 

"Sure." 

The station-operator ealled the waiter 
and in a moment he had two tall glasses, 
full of water and iee, and two jiggers 
of Bourbon and Scotch on the side. He 
dipped the end of Ins little finger in 
the Bourbon, picked up a drop, and 
carefully transferred it to one glass of 
ice water. Then he put a drop of Scoteh 
in the other glass, shuffled the glasses 
about on the talde, and asked the retail- 
er to tell them apart. 

"That's not fair." the indignant re- 
tailer complained. "You can't tell any- 
thing that way. There isn't enough in 
those glasses to spot the taste!" 

"You're darned right there isn't," 
said the broadea^ter. "And there hasn't 
been enough radio money in your bud- 
get to give you a fair taste of radio, 
either. You can drink this glass of ice 
water and swear you've tasted Scotch, 
just as you can put a fraction of your 
advertising budget into radio and insist 
you've tested it, but in both cases you'd 
be kidding yourself. 

"You'll know how radio can do a 
job for you when you decide to give it 
a fair test. To me, that's a 50-50 test. 



half of your total media dollar on any 
single promotion. Meanwhile, you're 
condemning radio unfairly and worst 
of all, you're depriving your business 
of a promotion and advertising facility 
that eould help build greater volume 
and make loads of new friends and cus- 
tomers for your store." 

Another good salesman to men- 
tion today is a staff member at Si 
Goldman's WJTN, Jamestown, 
N. Y. Faced with the need for 
sales of programs at Yuletide, and 
equipped only with the usual tools 
— a radio station, available time, 
and ingenuity — this man applied 
good merchandising sense. He 
took the APS Christmas program 
package, selected several of the 
strip programs, carefully edited 
the technical production instruc- 
tions out of the text, had them all 
re-typed on station letterhead, 
bound in cover-paper bearing the 
prospect's name on the outside, 
and presented them as "a special 
holiday program built just for 
you and your store." 

This simple merchandising gimmick 
is impressive to a retailer. In most 
small and medium sized markets he 
spends his time selecting much of his 
Christmas advertising material from 
mat services and other "canned" sourecs. 
The ehanee to buy exclusive material, 
prepared just for him, is attractive and 
welcome. Best feature of this is that it 
is offered to existing station advertisers 
as "something to use in addition to 
your regular schedule." It works, too. 

We learn a lot from our own sub- 
scribers. They tell us — and show us, 
too — that it isn't the gimmick in the 
program that makes the sale — it's the 
salesmanship in the pitch itself. "Give 
us good, basic listenable music." they 
say, "and help us keep up-to-date on 
what's new in selling. We'll do the 
rest." And dozens of them are doing 
just that! 
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The other day one of our Colonels was quite surprised and gratified 
when an agency friend told him that the F&P Profit-Share Plan, 
now in its seventh year of successful application, is "a big plus to 

F&P customers". 

This is the way he figured it, and it makes sense to us: 

" After all is said and done, one of the most important things 
a media salesman can do for us agencies and advertisers is 
to deliver the hardest, most intelligent solicitation possible 
for his particular medium. 

"Until we agencies know we've had that kind of solicitation 
from every medium, how can we be sure we'll select the best} 

"So -good salesmen are a boon to us. 

"But everybody knows that it takes good money to buy good 
salesmen. Hence I, for one, am glad to hear of your Profit- 
Share Plan. It's an enlightened and intelligent forward step 
for us as well as for F&P". 

vL* <L* *X* <L+ 

*T* *T* 

Good men, well-paid men, have always been our key to success here 
at F&P. Our Profit-Share Plan is only one of .rmW'enlightened for- 
ward steps" we've taken to that end. We hope you see the results, 
in every call we make. 
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Pioneer Radio and Television Station Kepresental 

Since nj^2 



NliW YORK 



CHICAGO 



DETROIT 



ATLANTA 



FT. WOR' 




on. 2 



J 9S 




REPRESENTING 
RADIO 
STATIONS: 

EAST, SOUTHEAST 

Boston-Springfield WBZ-WBZA 



Buffalo 
Philadelphia 
Pittsburgh 
Syracuse 



Charlotte 
Charleston, S. C. 
Columbia, S. C. 
Norfolk-Newport News 
Raleigh-Durham 
Roanoke 

MIDWEST, SOUTHWEST 

Des Moines 
Davenport 
Duluth-Superior 



WGR 
KYW 
KDKA 
WFBL 

WIST 

wcsc 

WIS 
W'GH 
WPTF 
WDBJ 



Fargo 

Fort Wayne 
Kansas City 
Louisville 

Minneapolis-St. Paul 
Omaha 
Peoria 
St. Louis 



WHO 
WOC 
WDSM 
WDAY 
WOWO 
KMBC-KFRM 
WAVE 
WTCN 
KFAB 
W'MliD 
KSD 



Beaumont 
Corpus Christi 
Ft. Worth-Dallas 
Houston 
San Antonio 



KFDM 
KRIS 

WBAP 
KXVZ 
KTSA 



)LLYWOOD 



SAN FRANCISCO 



MOUNTAIN AND WEST 

Boise KDSH 
Denver KVOD 
Honolulu-IIilo KGMB KI1BC 
Portland, Ore. KEX 
Seattle KIRO 



WHEN 

TELEVISION 
SELLS... 




IN 

SYRACUSE 




Brothers Chet and Stanley 
Sagenkahn of the Sagcnkahn 
Furniture Galleries have been 
on WHEN television for over 
two years. They attribute the 
year-round success of the 
BARCALOUNCER Heart Chair 
to their TV promotion of this 
item which retails at an aver- 
age price of $165. WHEN 
television sells for Sagenkahn! 

TO YOUR NEAREST KATZ 
AGENCY MAN AND GET THE 
FACTS ON CENTRAL NEW 
YORK'S BEST TIME BUYS. 

CBS • ABC • DUMONT 
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WHEN 

TELEVISION 

SYRACUSE, , 

OWNED BY THE 

MEREDITH PUBLISHING CO, 



agency profile 



Rcti/ Vir Den 

President, Lennen & Mitchell 



Fundo\ing Ra\ Vir Den delights in deflating stuffed shirts. But 
somehow — with his gusty good humor and his really keen sensitivity 
to other mortals — he manages to make 'cm like it. 

lie's the vigorous, vital kind of president you'd probably expect 
lo find at the helm of an agency as alert and enterprising as Lennen 
& Mitchell has been for 27 years. For instance. L & M's pioneering 
spirit made it venture brazenly, and in a big way, into radio way 
back when that medium was yet a mere babe. Broadcast media have 
continued important to L & M clients. This year. AM and TV get 
approximately a 50' i sliee of better than S16.00O.O0O in billings. 

But L & M is no more alert and enterprising than dignity-trampling 
Has Vir Den. Born the son of a hell-and-damnation preaching Meth- 
odist minister in Wheeler. Indiana, 1805, Kay helped his dad shout 
about the benefits of prohibition to whiskey-loving Indians in Okla- 
homa where the family bad moved. It was his promising tenor voice, 
encouraged bv a high school music teacher, that brought teen-aged 
Ha\ t> New \ ork with high hopes for a singing career. However, it 
was his desire to eat more sumptuous!) than a singer's salary would 
allow that made him switch to the business world and a junior part- 
nership in a Wall Street investment firm. 

In 1020. while still a Wall Street customer's man. his friend (and 
he has hordes of them I Jack Mitchell of Lennen & Mitchell told him 
lliat they needed some new ad ideas for their accounts. Ray, in- 
terested, produced a batch and to his amazement, he was offered 
SI 0(1 apiece for them. After that, it was the advertising business — 
and L & M — for him. 

Ray's idea-producing propensities were especially attractive to 
L & M because it prides itself on being what it calls an "idea shop." 
Whenever a fresh slant on an account is sought, everybody in the 
agency is invited to contribute ideas. That this philosophy has paid 
off is attested to by the way accounts tend to stick to L & M: P. Loril- 
lard has been with them for 20 years: Tide Water Oil, 23 years: 
Scripps-Hownrd. 22 years: Lehn & Fink, 20 }ears; Swedish-Ameri- 
can Line, 11 ) cars. 

Al least one show on radio or TV every night is being bankrolled 
by an L & M client, reports Kay Vir Den. 1'. Lorillard alone has 
Original Amateur Hour, Down You Go, Slop the. Music, and Madison 
Square. Garden Sports Events on TV. as well as Queen for a Day. 
Slop the Music, and Original Amateur Hour on radio. 

Kay is an enthusiastic "free enterpriser" and looks eagcrlv for- 
ward to the big TV thaw, which, he feels, will bring down the high 
cost of TV. 
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early dayt 



television 



hasn 't seen 

anything 



® & • 



yet 
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It took a 12-foot telegram to tell our New York 
office just the bare details of the fabulous new 

RALPH EDWARDS SHOW 

And little wonder, for this is noon-hour 
programming on NBC-TV that will make 
Hellzapoppin look like a New England 
church social . . . 

This is pure EDWARDS pulling all the stops from 
Hollywood. This is the master-showman who 
made "Truth or Consequences" a national 
pastime. This is television that will pay off in 
pure profit for sponsors who get in early. 

At 12:30 on January 7 the fun begins (not so 
funny for advertisers who miss the bus). 

Better talk to us right away about a most 
reasonably priced 15-minute segment. 

THE RALPH EDWARDS SHOW 

12:30 TO 1 P.M. EST 

NBC TELEVISION 

30 Rockefeller Plaza. New York 20. N. Y. 

A Service of Radio Corporation of America 




all-star shows 



the movie stars are moving to MUTI 





Leo (MGM) Lion 
provides 
Hollywood 
star-talent... 
and 

Mr. (MBS) PLUS 
provides 
new Multi- 
Message 
Plan for 
unprecedented 
advertiser I 
benefits I 



I 



Mister PLUS 



J 




in 6 prime 
evening hours 
every week 
starting 
New Year's Eve 



! 
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.the MUTUAL broadcasting system 




FOR LOCAL 
ADVERTISERS... 

ft Crime Does Not Pay 

Lew Ayres & 
Lionel Barrymore 

Mickey Rooney & 
Lewis Stone 

ft Gracie Fields 

ft MGM Theatre 




TUE. 8-8:30 P.M. EST 





HERE are the 1951 
Pulse markets . . . . 



New York 


Rnc ton 


Cincinnati 


Birmingham 


Las Angeie* 


Minn. -St. Paul 


Seattle 


Hatfn ■ t 

ueiro 1 1 


Miami 


Rochester 


Charlotte 


Reading 


Lancaster 


Augusta 


Oklahoma City 


Manchester 


Farga 


Waterbury 


Fresno 


Keene, N. H. 


Los Alamos 


Bangar 


Worcester 


Wilkes-Barre 


Syracuse 


Erie 


Cleveland 


Norfolk 


Buffalo 


Dayton 


Chicago 


Philadelphia 


San Francisco 


New Orleans 


Richmond 


St. Louis 


Albuquerque 


Atlanta 


Columbia 


Cleveland 


Modesto 


Saginaw 


Akran 


Madison 


Albany 


Trenton 


Santa Fe 


Utica-Rame 


Springfield 


Bakcrsf ield 


York 


Shenandoah 


Omaha 


Indianapolis 


Columbus 


New Haven 



Washington, D. C. 
Northern New Jersey 
Jamestown, N. D. 

For 1952, an even bigger list will 
be available. 

Advertising agencies, advertisers, 
and stations are invited ta par- 
ticipate. 

For information . . . 
ASK THE PULSE 

THE PULSE Incorporated 

15 West 46th Street 
New York 36, N. Y. 



SERUTAN 

[Continued from page 31) 

a third of his ad dollars into airselling 
Sernlan's share for radio and TV is 
rather startling. 

Out of a total Serulan Company bud- 
get (all products) of approximately 
S2.5U0.O00, the firm is today spending 
about 65' < of it on the air, using net- 
work radio and TV and spot broad- 
casting. Here's where the money goes: 

• \t the national level, Scrutan goes 
after the "over 35"' consumer with Vic- 
tor II. Lindlahr on virtually the full 
ABC radio web. Lindlahr, a diet au- 
thoril) with a bind of watered-down 
Cavelord Hauser approach, is heard 
daily, in a 12:15 to 12:30 p.m. slot. 
In TV, Serulan is a participating ad- 
vertiser in one of the two DuMont drug 
chain video shows. Scrutan TV film 
commercials are seen weekly during the 
Friday-night, 10:00 to 11 :00 p.m. tele- 
casts of Cavalcade oj Stars with Jackie 
Gleason. Earlier this vear. Serulan was 
also in Cavalcade of Bands, but has 
been taking a breather since the show 
was replaced with Cosmopolitan Thea- 
tre. Another net TV show. Life Begins 
at o(), is expected to start shortly on 
DuMont. 

• At the local level, Scrutan airs the 
Lindlahr show on a transcribed spot 
radio basis on some eight key radio 
outlets, like WCOP, Boston, and 
WTAM. Cleveland, to supplement its 

, coverage. Filmed TV announcements 
are used in a few key markets, mostly 
in the Fast, although more are on the 
way. Time slots are bought with an 
e\c for a large number of adults in the 

( audience. A scries of filmed TV an- 
nouncements and/or programs featur- 
ing Lindlahr. air salesmen extraordi- 
naire for Serulan from the beginning, 
is also iti the works. 

• \t supporting levels, Scrutan splits 
up 30',' of it- total budget for news- 
papers and Sunday supplements, trade 
ad\ crlising. and national magazines. 
The remaining 5', goes into other 

J items like extensive displa) and poinl- 
of-purchase pieces. 

\t all levels of advertising. Scrutan 
weaves its radio and TV selling in and 
out of its other promotion. The result 
is an advertising fabric that is tight 
as British gabardine, and just as 
smooth. Scrutan shows and personal - !; 
tics, in recent \ears, have been thor- 
ough)) cross-plugged and merchandised 
to the public and the trade. Broadcast 
advertising carries the heavy, day-to- 



day load. Other consumer advertising 
is designed primarily to use large 
chunks of copy to tell an occasional 
story in full detail. All advertising is 
designed media-wise and copy-wise to 
reach and impress the "'over 35" con- 
sumer. 

Hard-hitting and well-planned, Seru- 
lan advertising (via Roy S. Durstine 
until 1 January 1952. when Franklin 
Bruck takes over most of it) is still a 
lineal descendant of the original ad- 
vertising formula, ll is also pretty 
much the creation of Scrutan president 
Matthew* B. Rosenhaus. who started the 
whole thing in ihe mid-1930's. 

When Rosenhaus launched Serulan 
and invented its name, he was slicking 
his neek out, both with the product and 
the approach to the consumer. For one 
thing, Rosenhaus was not aiming at 
everyone in sight. The product was de- 
signed specifically for the "over 35*' 
consumer. Thus self-limited, the adver- 
tising approach had to be aimed at 
this grouu to avoid waste motion. How- 
ever. Rosenhaus' idea has proved to be 
crazy like a fox r . 

Take the mailer of the consuming 
market. Even in ihe early days, some 
60.000.000 people were his potential 
buyers. Today, with increased life ex- 
pectancy, it's closer to 70,000.000. Not 
only that, hut most of the laxatives 
bought are purchased by people in 
their 30 s and upwards who are be- 
ginning to slow down and worry about 
their health. This includes about 50% 
of the U. S. population. 

With most of the nation's buying 
power and health worries concentrated 
in this group, Rosenhaus soon found 
he was on to a good thing. Scrutan 
has since launched its other products 
(such as GeritoH. aimed at even older 
groups, and then gone after them with 
rifle-aecurae\ advertising. The rising 
science of geriatrics has merely proved 
Sernlan's point: 1 'rod nets aimed at the 



BEAUTIFUL CIRLS 
get lots of BCU's 
(big close-ups) 
But the real star 
of our TV spots 
is , . . SELL! 
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6233 Hollywood Blvd., Hollywood 
155 E. Ohio Street, Chicago 
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middle-aged and elderly American can 
be a success, if they're sold properly. 

Even the Serutan-owned magazine, 
Journal of Living, a sort of joy- 
through-health Reader's Digest, has 
been a thumping success. (Incidental- 
ly, health commentator Lindlahr writes 
a regular column for the Journal of 
Living, furthering Serutan's everytbing- 
plugs-everything-else strategy. ) 

Serutan picked New York as its test 
market when the product first ap- 
peared. Since Serutan's plant and of- 
fices are in the New York area, it 
seemed like a good though ambitious 
choice, since officials could keep a close 
watch on results. Lindlahr, who had 
been selling various health-promoting 
items for Serutan's predecessor com- 
pany (Health Aids) on WAAT as early 
as 1929, was chosen to go on the air. 
While Serutan executives and salesmen 
scurried around filling up the distribu- 
tion channels, Lindlahr began to do a 
bang-up job with a daily 15-minute 
show on WOR. The campaign was 
backstopped with large-space newspa- 
per ads in New York. 

Recalls agencyman Franklin Bruck, 
original ad counsel for Serutan who 
lost the account 10 years ago, watched 
it pass through three other agencies, 
and now has it back again :"We tested 
the product and the radio approach 
thoroughly before we began to expand 
nationally. Sampling offers gave us a 
good clue to our market, and we con- 
centrated on the 'over 35' group in all 
advertising. It was a hit right from 
the start." 

Market expansions were then done 
in large leaps. Distribution was com- 
pleted before anything like a really na- 
tional radio effort began to go to work 
for Serutan in the fall of 1941. That 
was when Serutan began sponsoring a 
Sunday-night newscast series with 
Drew Pearson and Robert S. Allen on 
the-then Blue Network of NBC, which 
lasted until the middle of 1944. Other 
programs, aimed at the "over 35" lis- 
tener, soon followed. 

Here's a capsule summary of Seru- 
tan's air progress. 

A. L. Alexander's Mediation Board 
(MBS, 1943-'46); Monday Morning 
Headlines (ABC, 1944-'16); Hymns 
You Love (MBS, 1945- '46) ; Letters to 
Lindlahr (MBS, 1945-'49) ; Gabriel 
Header (MBS. 1946-'49) ; Victor H. j 
Lindlahr (ABC, Sept. 1949 and still 
on) ; Edwin C. HM (ABC, 1950-'51 ) : 
John B. Kennedy (ABC, 1950-'5] ) ; 
Headlines in the News (ABC. April- 



5 star participation 
shows in a top TV sales market 

At low participation rates, tlie.se top-rated programs 
offer yon ready-made and responsive audiences in Ainer- 
iea's fast est -grow ing T\ area. All 5 shows have proven sales 
records for national advertisers. Phone Blair TV or vwite 
direct for program resumes. 



"Armchair Theater" 11:10 P. M. 

Top-rated daily late e\ filing show 
featuring first TV runs of outstanding 
films by famous stars. Offers top value 
for your TV advertising dollar. 




"Sharp Comments" with 
Fern Sharp 3:30 P. M. 

A unique \ariety program for women 
by a leader for o\er 12 years in pre- 
senting fashion, food and bomeinaking 
news to women of central Ohio. 



Home-makers Hob Nob" 
10:00 A. M. 

From "SI irk Tricks" to "Bining 
Tips" Jeanne Shea, Tool Cleba and 
tast of I blend the best features 
of the "Women's Page" into this 
fust-inov ing popular program. 




mbns-tv 



COLUMBUS, OHIO 
CHANNEL 10 

CBS-TV Network. Affiliated with Columbus Dispatch and 
WBNS-AM. Generat Sales Offke: 33 North High Street 
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Sept. 1951 ). A glance at the aboye will 
re\eal an interesting fad. Serutan's ra- 
dio network, philosophy consist.- basi- 
cally of frequently Inning tun. and 
sometimes three radio network shows 
going at once. These are usually of a 
fivc-tinies-weekly. quarter-hour variety 
to get repetition of impact. Research 
breakdowns show the audience of these 
shows to be primarily in the adult, 35- 
and-up category Serutan wants to Int. 

After some trial warm-ups, TV was 
added in 1949. with the two DuMont 
Cavalcade shows. These have proved 
to be efficient merchandising vehicles 



for ^^erutan, and for its newer prod- 
ucts. Spot radio and TV were added 
at about the same time. Needless to 
say. there are good-sized Serutan 
schedules on Newark's WAAT and 
WATV, one of the minor reasons why 
Serutan's Matthew B. Rosenhaus is so 
air-minded. 

Serutan commercials are hard-hit- 
ting and are divided about evenly in 
stress between the emotional fears of 
growing old and the "nature" aspect 
(no drugs, salts, etc.) of the product. 
A ty pical commercial might run along 
these lines: "As you grow older, 




You can't cover Indiana's #2 
market from another state. 

Our rates are local and include 
complete merchandising distri- 
bution and promotion assistance. 

We serve 400,000 loyal listen- 
ers in Negro, rural, industrial, 
and four nationality groups. 

Only the Gary Sales Plan sells 
Indiana's second market. 

Call us without obligation. 

TV <9. <£><^ 

Gen. Mgr.-WWCA 



Chicago's 

Radio 

Monster 



haven't you noticed — the more pills 
you take the worse you get? Now, 
there is a newer — a safer — a more ef- 
fective way to daily regularity. One 
designed especially for people over 35. 
It is SERUTAN — based on nature's 
fresh fruit and vegetable principle — 
the effective method that today stands 
medically approved." These themes are 
worked over thoroughly, hitting the 
"over 35" angles, the natural mildness 
of Serutan, double-your-money-back of- 
fers, and the fact that Serutan is non- 
habit-forming. 

Commercials for the other Serutan 
products are only a side issue to the 
main selling done on the laxative prod- 
uct. The approaches for these products 
are very similar. They usually revolve 
around the general theme of health 
and good looks — even if the listener is 
on the wintry side of 35. 

The men behind Serutan advertising, 
at the client level, are its president, M. 
B. Rosenhaus, and his assistant, Sam- 



"We have found that TV homes — far 
from heing lost to radio in the evening 
hours — account proportionately for ful- 
ly 30% as much AM listening as radio- 
only homes." 

JOHN KAROL 
V.P. Charge of Sales, CBS 

nel Tedlow, as well as Harry Parness, 
the firm's sales manager in charge of 
all merchandising. Sam Tedlow, inci- 
dentally, usually winters in Serutan's 
Miami office, both for the climate and 
because Lindlahr records his program 
and lives there. Other Serutan brass 
trek back and forth from New York to 
Miami during the cold months. 

Soon to take over the agency duties 
from Roy S. Durstine is the Franklin 
Rruck agency, who lost it to Raymond 
Spector. who lost it to Grant, who lost 
it to Durstine. Grey agency handles 
R.D.X. At the Bruck agency. Franklin 
Brack himself supervises the account, 
and M. J. Kleinfeld is in charge of ra- 
dio and TV activities. Assumption of 
agency responsibility will take effect 
with the New Year for Bruck. covering 
all Serutan products except R.D.X. 

One of the major effects of Serutan's 
air advertising has been to make the 
"spell it backwards" aspect of the prod- 
uct, a gimmick coined with advertising 
genius by Rosenhaus, part of the na- 
tion's folklore. Not only do customers 
often recall the name, or have it stick 
in their minds, by this process, but it is 
a standard item in the gag file of many 



WWCA 

Gary Indiana's 
No. 2 Market 
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a radio or TV comedian. 

Recently, according to one of his as- 
sociates, Matthew Rosenhaus was at 
home, enjo}ing the AW Skelton Show 
on CBS. Rubber-faced Skelton had 
adopted a conspiratorial air with one 
of the show's stooges. 

"What are you doing these days, 
Red?" asked Skelton's straight man. 

"I'm a bootlegger." 

"A bootlegger? What d'ya mean?" 

'I'm bootlegging Serutan to men un- 
der 35," chuckled Skelton. 

Rosenhaus, who might have winced 
painfully in Serutan's early days, just 
smiled a quiet smile. ★ ★ ★ 



LET SALESMAN IN 

{Continued from page 29) 

made extensive use of this practice 
with Morton Downey, who worked the 
East, and Edgar Bergen, on the West 
Coast, both of whom gave military 
camp shows during good weather. Lo- 
cal Coke bottlers, who foot half the ad- 
vertising budget, went all out for the 
personal tours. It proved to them that 
the talent was really pushing the prod- 
uct. 

The latest twist to the talent-salesmen 
contact technique was innovated by 
brewers P. Ballantine & Sons, co-spon- 
sors of the Yankee baseball broadcasts 
over WMGM, New York. Ballantine 
brought its beer and ale salesmen to 
the broadcasting booth, where an- 
nouncer Mel Allen asked them ques- 
tions about their family, business back- 
ground, and personal ambitions. 

Tickets to broadcasts also help the 
salesman identify himself with the ad- 
vertising. It gives his personal prestige 
a boost, when dealers and acquaint- 
ances ask him for "a couple of tickets 
to the next broadcast." 

Bab-0 never found its office or sales 
staff very much interested in air ad- 
vertising until the company bought a 
half-hour, every other week, of the 
Wednesday TV Kate Smith Evening 
Hour. Its the same story with U. S. 
Steel, which uses radio strictly for pres- 
tige. The company found its Theatre 
Guild over NBC strongly attractive to 
the sales force and must answer a 
steady stream of ticket requests. 

Several sponsors, like the Lincoln- 
Mercury dealers, have put a fine pol- 
ish on the practice of tying activity 
of their local dealers in with national 
advertising. Mercury dealers peg their 
national message broadcast by Ed Sul- 



ONLY 

ONE STATION * 



COVERS 



The SEVENTEENTH STATE* 




22 cities 
428 towns 



*a compact market of 54 
counties in Eastern New 
York and Western New 
England whose population 
exceeds that af 32 states. 
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54 counties 

2,980,100 citizens 

840,040 radio families 

only NBC station 

more people than 32 states 

more goods purchased than 34 states 

more spendable income than 36 states 



WGY 



THE CAPITAL OF THE 17th STATE 



A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES 
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P«pr#i«nt«d Nationally by KATZ 



li\an via tlie CBS-T\ Toast of the 
Town. Each week, when Ed Sullivan 
sounds off on a specific aspect of the 
business -used cars, for instance — 
dealers fall right into step with loeal 
promotion. They'll hang .-ales window* 
banner.- and run newspaper ads, an- 
nouncing. "Ed Sullivan, your host of 
Toast of the Town, says 'See this week's 
Lineoln-Mereury used car specials to- 
day'." In this way, dealers used na- 
tional advertising as a wedge for local 
sales. Sullivan hacks up the tie-in with 
frequent personal appearances and vis- 
its to dealers' showrooms. 

Another variation on the tie-in theme 
was worked by advertising manager 

******** 
»*\\ c haw every reason to hope for. 
mid expect, continuing and expanding; 
prosperity in our business, for radio is 
an integral part of American living to- 
ll VROLD E. FELLOWS 
President, \ iltTH 
******** 

Lee Mack Marshall of Continental Bak- 
ing Company. About a year ago, Con- 
tinental began sponsoring Hopalong 
Cassidy on TV in Davenport, la., then 
moved the show into Tulsa, Oklahoma 
City. Memphis, and Dcs Moines (areas 
where General Foods wasn't using the 
great cowboy defender of justice). At 
the outset Marshall roped his Wonder 
Bread and Hosless Cake salesmen di- 
rectlv into broadcast promotion. 

For three days prior to the premiere 
of Continental's Hoppie, salesmen wore 
eowbov hats and kerchiefs. This neat 
bit of showmanship stimulated a lot of 
comment and laughs, but it also im- 
pressed dealers and the public with the 
fact that Hoppie was coming to town. 

Nothing convinces a salesman of na- 
tional advertising's value to him so 
much as the dollar in his pocket. Nu- 
merous company studies by the Psy- 
chological Corporation show that the 
best salesmen are money-hungry. When 
air advertising produces orders, sales- 
men become sold on the medium. 

Two insurance companies. Pruden- 
tial Life Insurance and Equitable Life 
Assurance Society, link their agents in 
the Held directly to radio broadcasting. 
Vgeuts in both companies know that a 
part of their commissions is being pro- 
duced In national air advertising. 

Prudential uses the fix e-dav-a-wcek 
Jack Kerch Shoii oxer ABC. Bc.rch. a 
powerful salesman in his own right, 
sold the program to the agents by ad- 
d rosing sales meetings and accompa- 
nying individual agents on their daily 



rounds. His program has elieited a 
phenomenal response from listeners, 
running as high as six million letters a 
week. Many letters contain a request 
for a Prudential health pamphlet or 
other material and represent a lead to 
a possible new policy-holder. The in- 
formation is immediately sent to the 
local agent who answers the request 
and uses it as an introduction. The 
Bereh show has won over the sales 
force, for it's led to sales for hundreds 
of agents from coast to coast. 

At Equitable, advertising manager 
Leslie R. Shope says This Is Your FBI 
over the ABC network must help the 
agents, else the program is ineffective. 
"Prestige is not enough." Shope insists. 
"The program must promote sales." 

Equitable employs FBI as a bridge 
between the listener and the agent. The 
radio announcer plugs a speeific type 
of insurance and tells the listener to 
contact the local agent. Before this pro- 
motion was aired, the company sent 
its agents varied selling material, all 
keyed to the commercial. The agents, 
in turn, relayed the literature to pros- 
pective clients. An enelosed card read, 
in part. "For full details about this 
chart, listen to This Is Your FBI. Be 
my guest next Friday night." 

Equitable keeps selling the program 
to the sales force through these promo- 
tional tie-ins. the house organ and spe- 
cial pamphlets. Shope reminds the 
agents of the size and calibre of the 
audience, as well as the prime faet that 
the program has proven greatly respon- 
sible for a 13 r c increase in sales. 

Agents have reacted with letters to 
the home office. Here are a few ex- 
cerpts : 

"It's a calling card. People sa\ . 'Oh. 
you're, from the FBI company'." 

"Radio promotion has been of in- 
estimable value in identifying myself 
with a widely-known company and a 
widely-heard program." — From an 
Oakland, Cab. agent who produced 
$122,000 last year 'from radio leads. 

"Radio promotion makes sales easy." 
— From a Denver agent after produc- 
ing SI 00.000 via broadcasts. 

"I have followed radio promotion 
plan and cashed in."- - From a Hot 
Springs. Ark., agent after selling 11 
policies for $09,000 during a Retire- 
ment Income promotion. 

Equitable, agents understand the pro- 
gram's value to them. It has opened 
doors to sales. It works. 

While every advertising manager. 
( Please turn to page 61) 
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A network television potentate re- 
cently bared what could be the most 
insidious scheme since the wooden 
horse. He said he envisages TV-of-the- 
future, at least as far as Ins network 
is concerned, as a sort of Life maga- 
zine, programed by the network and 
doled out to advertisers on a partici- 
pating basis alone. 1 hope very fer- 
vently that this gentleman gets no far- 
ther than he can throw a 20-inch con- 
sole. 

The Saturday night NBC line-up is 
a slice of the same kind of pie, likewise 
the Kate Smith nighttime opus. The 
only difference in the two is that the 
rating of the former extravaganza 
could justify most anything, and the 
rating of the latter makes any argu- 
ment for it a lot harder to swallow — ■ 
especially at its $40,000 per hour tal- 
ent tab. 

I suppose this participation-idea was 
developed by CBS. Some time ago that 
network discovered how often you 
could dissect an individual (Arthur 
Godfrey) and still market the pieces. 
But regardless of where the scheme 
came from, or how fallow it lies at the 
moment, I think the people in the busi- 




TV 



review 



SPONSOR: CBS-TV 
AGENCY: Direct 

PROGRAM: Station Identification, CBS-TV 

As a former student of Aristophanes, I'm 
highly partial to allegory. Toss a bit of 
classic symbolism my way, and you'll find me 
contentedly chewing on it for hours. But, 
doggone, where did CBS get the idea for 
that horrible-looking three-tone eye, plastered 
with call letters, that stares out at me now- 
adays? 

Of course, I really know. Someone over 
at the network figured out that television is 
visual and the human eye makes it all possi- 
ble. Clever, huh? Like those bank ads with 
pictures of Gibraltar in 'emt Despite the 
cornyness of the concept, I can't conceive of 
an uglier telop than this bilious-looking orb 



ness of advertising should examine 
it very closely. Obviously, Operation 
Participation would give 100% con- 
trol of program (as well as time) to 
the networks. Today that percent- 
age is high enough, but it isn't com- 
plete - - something they may deer) 
and I, for one, prefer since I'm not 
even slightly convinced of the validity 
of the oft-aired view that the inepti- 
tude of agency-plus-advertiser is what 
trades down the quality of television 
entertainment today. This very (popu- 
lar though somewhat hackneyed) con- 
cept of who narrows the medium is 
based on the whimsey that consumer 
dollars are so all-consuming, no new 
ideas or great ideas or big ideas ever 
find their way onto the air. It's just 
so much hogwash. 

For example, last week I attended a 
meeting in which the president of a 
large food company expressed his own 
as well as his company's interest in do- 
ing something of a really substantial 
as well as educational nature on tele- 
vision. There was nothing on the air 
or available at the networks to meet 
his criteria. I can't help but contrast 

(Please turn to page — ) 



leering out of the family receivers. . 

I know a few guys who'll re-design the 
card for about $7.50. Maybe I can make a 
deal; in fact, maybe there's a great future 
in designing these call-letter cards =o they 
look somewhat attractive, can be read with- 
out undue effort, and still leave room for the 
sale of advertising. Most of 'em I've seen so 
far can stand editing. 
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SPONSOR: U. S. Navy 
AGENCY: Direct 

PROGRAM: Public Service Annonuce- 
ments, WPIX 

By use of very limited animation (sliding 
figures, cell overlays, etc.), the Navy has 
developed a spot which covers a great deal 




of ground, while maintaining a high level 
of interest. The announcement begins with 
a chap-getting-nowhere on a park bench, 
wench beside him. A Navy poster talks, and 
he then learns what the Navy offers. We get 
a series of limited animation shots of the 
various phases of the service, winding up 
with our chap now wearing Navy garb and 
winning the gal. 

I liked the spot. I found the technique 
superb as such, but I quarrel with its use 
for this subject. When our navy-prospect was 
learning what the Navy offered, realism, I 
felt, wa< an essential. Why avoid the drama 
of carrier-based planes taking off. radar- 
equipment in full play, and all the other 
things which "young men between 17 and 
21" w r ant to see? Can any line drawing ever 
do justice to these? N*ot hy a bomb^ight! 
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SPONSOR: Toni Home Permanent 
AGENCY: Foote, Cone and Belding, N.Y. 
PROGRAM: "Arthur Godfrey and His 
Friends." CBS-TV 

Although due copy was recently devoted 
to Toni's efforts, I feel compelled to take up 
cne of their recent commercials (14 Novem- 
ber) which I caught on the above show, 
since it was one of the most thoroughly en- 
joyable as well as convincing pieces of ad- 
vertising copy I have come into contact with. 
In case you didn't catch it, I refer to the 
segment in the Godfrey hour-long potpourri, 
sponsored by Toni and White Rain. This 
specific commercial hit a new high in selling 
entertainingly without any loss of impact or 
advertising solidity (as so often happens 
when entertainment is diffused with advertis- 
ing). It was staged around four little girls 
and Mr. G. himself. 

Arthur got down on his knees in the midst 
of this cute quartet and talked to them about 
their hair (naturally). Two of the youngsters 
had Tonis and two didn't. Their answers 
were completely spontaneous. In fact, one 
couldn't remember her own age and another 
said she had received her Toni during the 
summer months before - — which Arthur 
doubted aloud to the audience. 

The story was basically that Toni is mild 
enough for children, yet permanent enough 
for all the gyrations a summer-swimming 
youngster goes through and natural enough 
so you can't tell it from a four-year-old's 
own God-given curls. Every possible commer- 
cial point was made without a touch of pho- 
niness, with a trace of studied commercial- 
ism, and without one iota of boredom. 

I can't possibly think how a more convinc- 
ingly presented story could have been con> 
structed than what I saw Godfrey and these 
four youngsters offer this night. Perhaps 
there's a lesson in this to all advertisers 
who insist on rote copy delivered without so 
much as a comma altered once their legal 
eagles have okayed it. 
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LET SALESMEN IN 

'Continued from page 621 

with but one exception, in this survey 
recognized the need for close team- 
work between ad writing and sales 
force, mam give this a:-pect of their 
work a mere token gesture. 

The advertising agemie- consulted 
h\ spo;w>K also agreed on the impor- 
tance of integration, hut >e\eral had 
douhts about their roles in this field of 
merchandising. "\\ e"re not going to 
tell the client what to do within his or- 



ganization.'" one account executive 
said. "That's- strictly his business. n 

Rem on & Eckhardt. how ever, which 
which handles air advertising with the 
Leo Burnett agency for Kellogg cereals, 
took an active part in a recent Kellogg 
sales convention. Agency people gave 
district and divisional sale* managers 
a detailed picture of advertising plans 
bv showing films and kinescopes of fu- 
ture TV show". 

This survey by SPONSOR indicates a 
definite trend toward closer integration 
of advertising and salesmen. Many 



P 




Students at North Dakota Agricultural College re- 
cently conducted an independent survey among 
3,969 farm families in a 22-county area around Fargo. 
Each family was asked, "To what radio station does 
your family listen most?" 3,120 of the families named 
WDAY; only 174 named Station "B"! WDAY 
WAS A 17-TO-l CHOICE OVER THE NEXT 
STATION— A 3V 2 .TO-l FAVORITE OVER ALL 
OTHER STATIONS COMBINED! 

Fargo- Moorhead Hoopers prove that WDAY con- 
sistently gets a 3-to-l greater Share of the "in-town" 
Audience than all other stations combined*! 
BMB figures and mail-pull stories also prove that 
WDAY "hogs the show", throughout the entire Red 
Rivrr Valley! Write for all the facts today, including 
availabilities. 

Despite the fact that the oilier three major networks maintain local studios'. 

WDAY • NBC • 970 KILOCYCLES • 5000 WATTS 
g*T^ Free cv Peters, Inc., Exclusive* National Representatives 



companies are slow in grasping the full 
importance of the movement. Those 
advertisers in the lead of the trend 
have discovered an extra pay-off on 
their advertising dollar. * * * 



MEN, MONEY MOTIVES 

{Continued from page 6) 

Our point should be clear. There is 
gradually emerging as time goes on a 
new set of corporate folkways covering 
the pagan celebration of Holy Christ- 
mas. Perhaps some time these folkways 
will be as precise as the etiquette of the 
ordinary after-work cocktail parties 
thrown by a radio or television station 
sales representative, on behalf of a vis- 
iting local station sales executive for 
the purpose of bringing together a 
hand-picked galaxy of timebuyers. 
* * * 

This has been a very active fall so- 
cial season in the Manhattan sector, 
with radio stations especially feeling 
the need to do some competitive fence- 
repairing. A typical Manhattan "par- 
ty 7 starting around 6 p.m. sees any- 
where from 30 to 50 timebuyers from 
agencies invited to meet the visiting 
sales manager, or owner, of the sta- 
tion. Such parties cost from around 
$800 for a small affair to $1,000 for a 
more stylish and numerously attended 
pitch. Pmt let nobody imagine for a 
moment that these parties are either 
open houses or purely social. To make 
either assumption is to overlook, or not 
understand, the rigid etiquette which 
has developed, especially since the war. 
* * * 

Here's the curious angle: although 
the timebuver seems to be a lie-god or 
she-god, and his or her presence makes 
or breaks the success of the sales cock- 
tail gathering, there is a clearly recog- 
nized etiquette against timebuyers 
bringing along wives or husbands or 
sweethearts or even (get this) unin- 
vited assistant timebuyers. The invita- 
tion list has been carefully planned, 
the budget, too. and it is not taken 
good-naturedly if agency characters 
disrupt the neat arrangements. 

*r* •¥*- "T" 

If the regular everyday sales cock- 
tail party, offering the timebuver some 
relaxation after work hours, combined 
with more shop talk, has perfected such 
precise rules of conduct, it may be that 
the whole hocus-pocus of uniting alco- 
hol and economics will ultimately be 
reduced to a code a la Emily Post. *** 



64 



SPONSOR 



TV COMMERCIALS 

(Continued frorn page 63) 

this desire of a sponsor with some of 
the network '"franchise holders ' that 
are actually being broadcast : the chem- 
istry-teacher type "science"' show, the 
grainy films on how the praying man- 
tis snares its breakfast, and those pho- 
ney panel programs that are supposed 
to be newsworthy, intellectual, and in- 
formative but are just downright dull. 

One of the Warner brothers is re- 
ported to have said to an eager young 
writer — -"If you want a new idea, look 
in the files." This might well be ap- 
plied to the daring originality dis- 
played by NBC in putting on the Kate 
Smith evening shindig on the heels of 
her tremendous success in the daytime 
strip. 

What is also disconcerting as well as 
of vital interest to all is that the Par- 
ticipation Plan will make it absolutely 
certain only top-budgeted advertisers 
can get into nighttime programing. The 
price of a one-minute participation in 
] our Shoiv of Shows was a cool 
$8,890 in 1950 (when XBC was out 
begging their first sponsors to try this 
venture) — or about 100'r more than 
you would have had to pay for the 
same number of spots bought locally 
on the same number of stations (had 
minute announcements been available 
on such a line-up). Today that partici- 
pation, with 10.190.900 increased sets 
available to be sure, and a proved rat- 
ing available, costs $15,900 just for 
a one-minute announcement, mind you. 
once a week — and this show which 
"you are sponsoring" on TV is also 
being claimed by six other advertisers. 

Which leads me to my last and prob- 
ably deepest rancor — something which 
I touched on a few issues back. To my 
way of thinking, one of the most valua- 
able things television can offer an ad- 
vertiser is a lock-stock-and-barrel asso- 
ciation with the right type of program. 

I don't think you could ever measure 
this virtue, but if Peggy Wood doesn't 
make more people buy Maxwell House 
just by being "Mama" than even the 
commercials themselves do, I'll eat 
grounds for a month. On the other 
ha nd. if our aforementioned pal got 
hold of this program and forced Max- 
well House to split it with, say, two 
other advertisers, I think one of the 
best vehicles in television would be just 
another program- -from the advertis- 
ing standpoint. 

Maybe Chesterfield* and Upton's 



Advertising that Moves More 
Merchandise per Dollar 
Invested is Bound to be 
the One that Gives You 
the Most Coverage for 
the Least Money! 




• Covers a 17,000,000 
Population Area 
in 5 States at the 
Lowest rate of any 
Major Station in 
this Region ! 

"It's The DETROIT Area's Greater Buy!" 

Guardian Bldg. • Detroit 26 

Adam J. Young, Jr., Inc.. \at'l Rep. • J. E. Campeav, President 
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and local advertisers will be made be- 
tween January 1952 and the end of the 
first quarter. They wont be "quickie" 
calls with a general story, either. BAB 
representatives will be seeing at least 
three or four people (ad managers, 
sales managers, merchandising mana- 
gers) on each call, with radio presen- 
tations geared specifically for particu- 
lar industries. BAB expects real results 
for radio from this "personalized," ap- 
proach. 

5. The farm market, where radio is 
still the best and most efficient way to 
reach the farm consumer, will be ex- 
plored and charted. 

Everything, from data covering lis- 
tening habits to radio results in this 
field, will be covered, assembled, and 
passed on to advertisers by BAB. and 
by stations working with BAB. Early 
data indicates that these farm studies 
will be eye-opening. 

6. Industry news, in a semi-monthly 
newsletter format, will be sent very 
soon as a direct-mail promotion to 
agencies and advertisers. 

This new newsletter will keep them 
informed on what's happening in radio 
advertising. 




and that meat company and the Class 
Waxen- and all don't mind sharing 
Godfrey, but it sure would he nice to 
he fl\ ing solo. 

>o a^ I said — I hope no network is 
out to do what I a-heard because if it 
turn> out that way, four men in four 
networks might very well become our 
Commissars of Television Enlighten- 
ment and the only TV job of any con- 
sequence in the 3.000 advertising agen- 
cies will he that of timehuver. * * * 



BAB'S 1952 PLANS 

{Continued from page 37) 

media, when all are reduced to com- 
mon denominators, will be another ma- 
jor service to national and local ad- 
vertisers. 

Other media, like magazines, news- 
papers, outdoor, etc., will be weighed 
against radio, and the cost and audi- 
ence comparisons made clear. 

Hint: Early BAB check-ups have re- 
vealed glaring holes in publication and 
newspaper promotions. When mea- 
sured against radio. BAB feels, many 
an established publication will take 



some mighty hard knocks. This should 
help change many an advertiser's mind 
about radio. 

3. Special marketing studies will be 
done by BAB, in conjunction with 
ARBI {Advertising Research Bureau, 
Inc., Seattle). 

These will show how radio, in spe- 
cially-selected test areas, motivates con- 
sumer purchases through extensive in- 
terviews at check-out counters. Some 
ARBI studies have been done, several 
more are now in the works. Other spe- 
cial projects will include an upcoming 
study, of particular interest to automo- 
tive and petroleum advertisers at all 
levels, which will measure auto-radio 
listening, including that done in the 
winter months, as compared to sum- 
mer. These are timetabled for April, 
or earlier. 

4. BAB personnel will make many 
more personal calls on advertisers and 
agencymeu than in the past. 

Where BAB was once confined, a few 
seasons ago. to limited assistance to lo- 
cal stations. BAB men will now have 
more time, more facts for the man who 
pays the bills. \ T early 200 calls on all 
types of national, national-and-co-op, 



Top Dog Says: ". . . . Just dreaming of the B. C. forest wealth in the CKNW 
area, where payrolls are Canada's highest and 'NW has 25% 
more listeners — according to every survey this year." 
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7. To stimulate more and better co- 
op advertising in radio, between na- 
tional or big regional advertisers and 
their dealers, stations will be supplied 
with ever-increasing data on co-op cam- 
paign ideas. 

BAB plans to reach the large adver- 
tiser at both levels: at the national level 
with sales calls, presentations, etc.; at 
the local level, by having stations call 
on dealers with full information, ideas, 
and plans. BAB feels this stcpped-up 
both-ends-agauist-the-middle approach 
will result in more big advertisers be- 
coming aware of the opportunities and 
advantages of co-op radio efforts with 

*iThe basic thing wrong (in radio over- 
commercialization) is that some adver- 
tisers stick as close to the truth as they 
have to under the FTC, but by weasel 
words and tricky production, give infer- 
ences contrary to the truth." 

BRIC.-CEN. KEN R. DYKE 
Vice Pres., Programing. NBC 

local-level dealers and distributors. 
This will continue throughout 1952. 

8. As a further assistance in helping 
local retailers and merchants with their 
use of local-level radio, BAB will issue 
a constant stream of other promotional 
radio material. 

These will include the famous BAB 
Retail Information Folders, sales and 
merchandising ideas going out to 950 
BAB-member stations. Starting in Jan- 
uary, BAB will have several new local- 
level services as well. These will in- 
clude a radio research library (con- 
taining valuable data on local-level ra- 
dio), a series of copy-writing aids, new 
and useful case-history studies, and a 
calendar of special retail merchandis- 
ing opportunities I Christmas, St. Val- 
entine's Day. etc.) and how they can 
be related to radio. 

That's the 1952 BAB story, and 
that's what broadcast advertisers will 
soon he seeing (and using) because of 
the BAB. 

Actually, the streamlined services of 
BAB will now be quite comparative to 
those offered by other industry -sup- 
ported media promotional organiza- 
tions, like the ANPA. For instance, the 
new 1952 BAB will have sales analysis 
services, research services, and assis- 
tance to retailers I although most of the 
local-level assistance is routed via the 
stations) comparable to those of 
ANPA. It will have somewhat less to 
offer in the way of statistical services 
than the older and better-financed 




He rings a bell 

with cash-register echoes 



The miniature Liberty Bell on his mantel symbolizes a 
point of view shared by millions of his listeners. That's 
one reason why his nightly analyses of the news from 
Washington establish a rapport with his audience which 
rings cash-registers for his sponsors . . . and brings in 
folding money too! 

As Mr. Joseph P. Wortz. vice-president of the Security 
Trust Company, wrote to Station WAMS. both of Wil- 
mington, Delaware: 

''We have received letters of commendation regarding 
our sponsoring of the Fulton Lewis. Jr. program and 
we feel that we have written considerable new busi- 
ness as a result of this particular program." 

The Fulton Lewis, Jr. program, currently sponsored on 
more than 370 stations by more than 570 advertisers, 
offers local advertisers a ready-made audience at local 
time cost. There may be an opening in your local- 
ity. Check your Mutual outlet - - or the Cooperative 
Program Department. Mutual Broadcasting System, 
1440 Broadway. NYC lt» I or Tribune Tower, Chicago 11) . 



17 DECEMBER 1951 



results 



/ 




radi °adVer" s " S o f aa", - 1951 over 




People Sell Setter than I J after" 




. . . and You Can Cover 
Central New York 
ONE Radio Station 



ACUSE 

570 KC 



NBC Affiliate. WSYR-AM-FM-TV — the Only 
COMIMJiTIi Broadcast Organization in Central New York 




H eatlley-R eed ', National Representatives 



A \ 1' \. It will have more to show via 
hard-hitting sales presentations. 

The general organization of BAB has 
been changed only slightly for 1952. 
Still at the helm is Edgar Kobak. con- 
sultant and owner of WTWA. Thom- 
son. Ga., as chairman. William B. 
Quartan. W'MT. Cedar Rapids. Iowa, 
is secretary: Allen M. Woodall, 
WDAK. Columbus. Ga., is treasurer. 
These officers were elected at a meet- 
ing held 30 November in BAB's New 
\ ork headquarters, at which time the 
1952 plans were also approved by the 
BAB Board of Directors. 

In addition. William B. Ryan was 
named to the dual capacity of BAB 
president and board member and 
BAB's Kevin Sweeney was named a 
vice president. Others in the 28-man 
group who run BAB land handle its 
committees) include: 

William J. Beaton, KWkW, Pasade- 
na, Calif.: Kemon Brown. KWFT, 
Wichita Falls. Tex.; Gene L. Cagle. 
KF1Z. Ft. Worth. Tex.: Charles C. Ca- 
ley, WMBD, Peoria, 111.; Martin B. 
Campbell, WFAA, Dallas. Tex.; Rob- 
ert E. Danville, WLW. Cincinnati: 
W alter Evans, Westinghouse Radio Sta- 
tions: Simon Goldman, WJTN. James- 
town, N. Y.: George C. Hatch. KALL. 
Salt Lake City ; Eugene Katz, Katz 
Agency; Robert E. Kintner, American 
Broadcasting Company : William B. 
McGrath. WHDH, Boston; John F. 
Meagher. KYSW Mankato, Minn.; 
Howard Meighan. Columbia Broad- 
casting System: J. Archie Morton. 
KJR. Seatlle; John Patt. Goodwill Sta- 
tions: H. Preston Peters, Free & Peters, 
Inc.: George B. Storer, The Fort In- 
dustrv Company: Theodore C. Strei- 
bert.WOR, New York; Robert D. Swe- 
zey. WDSU, New Orleans; Donald W. 
Thornburgh. WCAU. Philadelphia; 
Niles Trammell, National Broadcast- 
ing Company; Frank White, Mutual 
Broadcasting System; Frederic Ziv, 
Frederic Ziv Company. 

What the ncw-and-improved BAB 
will do during 1952 for advertisers 
was summed up neatly for sponsor by 
BAB's Kevin Sweeney: "We're not try- 
ing to do a pull campaign for radio. 
All we want to show is radio's true 
strength and radio's results for other 
advertisers. It's becoming increasing- 
ly important for advertisers to reach 
everyone in the country. We're con- 
vinced that our services and material 
can help advertisers do just that 
through radio." * * * 
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CIGARETTE CLAIMS 

{Continued from page 3d) 

government passes on the validity of 
all broadcast advertising before it goes 
on the air." 

Critics within the broadcast ad\er- 
tising industry do not single out the 
tobacco companies because they are 
the worst offenders. Various patent 
medicines and soaps have long been 
under attack for their advertising. 
Nor is it suggested that the few of- 
fenses are symptomatic of all adver- 
tising. For example, out of 5.<>()0 in- 
dividual pieces of advertising copy 
studied under a 4A's grant by the Na- 
tional Association of Better Business 
Bureaus not too long ago, onl) !!0. or 
less than 2 r ?, were in any wa\ objec- 
tionable. And of the hundreds of thou- 
sands of air and printed media ads ex- 
amined annually by the Federal Trade 
Commission, only about 2 to IV '< are 
found to be irresponsible. 

Rather, cigarette advertising has 
come under critical scrutiny, only be- 
cause outside investigators have con- 
demned it recently. This, in turn, has 
led to widespread suggestions that the 
industry itself tighten up the policing 
of misleading and unbelievable com- 
mercials. In this article. SPONSOR will 
discuss some of the constructive steps 
that the industry has taken. 

Most recent cigarette company to 
come under attack is Liggett & Myers' 
Chesterfields. In its October 1951 is- 
sue, the National Better Business Bu- 
reau devoted its entire bulletin to cit- 
ing the Chesterfield radio and TV com- 
mercials as "willful disregard of truth 
in advertising." 

The BBB added. ""These statements, 
apparently the deduction of the New- 
ington Foundation, were falsely at- 
tributed to the panel. . . . The five 
panel members did not make a fact- 
finding survey. They did not make a 
survey of all advertising, including ra- 
dio and TV commercials. They mere- 
ly expressed their la) personal opin- 
ions about certain copy that was sub- 
mitted to them." 

A more concerted dri\e against 
claims of cigarette advertisers has been 
made by the Federal Trade Commis- 
sion. At various times since 1942. the 
FTC has issued "cease and desist" or- 
ders against five of the "Big Six" 
cigarette brands. Its protests, though, 
apply to just about every cigarette 
manufacturer. That's because tests 



made for it In the Food and Drug Ad- 
ministration proxcd that smoke from 
all leading 1 rands of cigarettes con- 
tain irritating suhstances (carbon di- 
oxide, carbon monoxide, nicotine, am- 
monia, tars, formic acid ) "'in essen- 
tial!) the same quantities and degree." 

Rebuttal b\ the cigarette advertis- 
ers yarie^ from the practical to (he 
defensive. 

An achertising spokesman for th° 
American Tobacco Company (which 
cites laboratory tests proving Luckics 
"better made ' and of finer "'quality ' 
than the "smoke screen claims'' of its 
fi\ e principal competitors) told SPON- 



SOR: "The FTC a!l?'>at'o:i* don't af- 
fect us. In the seven years or so it 
takes the Commission to get down to 
cases, we ye long since gon? on to new 
advertising campaign*. Developing a 
theme for a eigan to ad campaign is 
like staging the Rcc'cM'e chorus pro- 
ductions. The) re the san e reliable 
girls, but wearing n nv dresses. I feel 
our current "Claims! Claims! Claims!" 
strategy is a good hard-sell campaign, 
because it's based on what we feel arc 
actual facts, not claims. \Vh?n you get 
an informative story like this one. you 
don't pass it up." 

\ spokesm?n for Philip Morris & 




THIS RICH MARKET 



No other signal covers the South Bend market 
like WSBT. Radio sets in use are up to an all- 
time high of 32.8! WSBT's share of audience 
at 66.6 is way above the national average. And 
here television is insignificant because no con- 
sistently satisfactory TV signal reaches South 
Bend. Don't sell this rich market short. Wrap 
it up with WSBT radio. 



30 Years on the Air 




PAUL H. RAVMER COMPANY • NATIONAL REPRESENTATIVE 
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Compam : "W liat must concerns us 
is that almo.-t 2.000.000 people have 
switched to Philip Morris because of 
our hard-sell 'nose te t". It works. In 
a wa\. smokers are like drunkards: 
the\ have a guilt feeling about the 
habit. So \ou have to sell them on the 
idea that the cigarette \ou offer them 
is less harmful than others. The\ like 
the idea that then "re bming something 
superior. I don't think cigarette com- 
panies destrov the eredibilit\ of all ad- 
wrlising. even though the tobacco 
claims are more ostentatious. The rea- 



son is that when a consumer gets 
rooked into buying a fraudulent patent 
medicine, say. he gets nothing for his 
money. But when the consumer is ca- 
joled into buying another cigarette 
brand, even on a trick test, he still 
knows he's getting a good product at 
a low cost. " 

Richard Kellv. account executive at 
William Esh. for Camels: "Our 30-day 
mildness test is hard-sell, but it's also 
full of interest. In our cigarette com- 
mercials, we believe in balance." 

Radio 7 T\ executive at Sullivan, 



StaufTer. Colwell & Bayles, handling 
the Pall Mall account: "All I know is 
that our hard-sell 'reason why' com- 
mercials have helped Pall Mall become 
the fastest-growing seller among the 
Big Six. We don't debunk other claims, 
like Luckies does. We use a positive 
claim: *By actual measure. Pall Mall's 
greater length of fine tobaccos still 
travels the smoke further — filters the 
rmoke and makes it mild." And we 
believe in the validity of our claim that 
the filter helps you guard against 
throat-scratch." 

Gil Supple, assistant copy writer. 
Lennen & Mitchell, who works on the 
Old Gold account: "1 think some of 

******** 

k 'Onee a TV eoinmercial is actuallv in 
production, all the reins should be 
handed over without question to the 
producer. If he can't he relied on to 
function alone, if he really needs help, 
then yau reallv need a new producer.?? 

GARTH N. MONTGOMERY 
V. P., Radio /TV, 
Kenyan & Eckhardt, iV. 1\ 

******** 

the other cigarette advertising claims 
have gone to ludicrous lengths. We've 
introduced a note of sanity with our 
contention that we're tobacco men. not 
medicine men; and our 'treat instead 
of a treatment". We don't sell graphs. 
We sell real, deepdow n. smoking pleas- 
ure only.'" 

J. V. Tarleton. account executive at 
Cunningham & Walsh, handling the 
Chesterfield account (which currently 
advocates the "no unpleasant after- 
taste") : "The question of the validity 
of cigarette claims has been debated 
at intervals over the last 35 years. 
There's still no solution.'" 

Actually, many executives within 
the industry, fearful of the black eye 
that all advertising may suffer, suggest 
two solutions for cracking down on ex- 
travagant claims. One is that the radio 
and TV networks demand higher stand- 
ards in their continuity acceptance de- 
partments. An \BC executive admitted 
to sponsor frankly: 

"We threw up our hands on cigarette 
claims long ago. We could have cracked 
down, but what would have been the 
use? The\ would have taken their bus- 
iness to another network. So we let 
them go ahead, but without our bless- 
ing. We felt it was their — and FTCV 

battle, and the\*d have to resolve it 
themsehes. The trouble is that the FTC 
hasn't had enough effect on them. What 
the cigarette companies don't realize, 




Only ONE Station DOMINATES 

This Rich, Crowing 15-COUNTY MARKET 
WITH 

1950 Per Capita Effective Buying Income of $745.00 

*Sa'es Maraqemert, 1951 Survey of Buying Power 
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WINSTON-SALEM 



NBC Affiliate 



HE*DLET REfD CO. 
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though, is that their extravagant claims 
have a deleterious cumulative effect on 
civic leaders particularly and the pub- 
lic at large." 

This notion is corroborated by 
Thomas Roberts, information director 
for the Association of Better Business 
Bureaus. "As long as broadcasters per- 
mit flamboyant cigarette claims to go 
on the air," he told sponsor, "the pub- 
lic will accept radio and TV commer- 
cials with an increasingly larger grain 
of salt. For instance, I myself smoke 
Chesterfield cigarettes — but only out of 
habit; not because of a dubious claim." 

Ralph W. Hardy, government lobby- 
ist for the National Association of Ra- 
dio and Television Broadcasters, point- 
ed out recently that broadcasters very 
definitely will lose government good- 
will and business — if they don't be- 
come more discriminating about pass- 
ing extravagant claims. The adverse 
effect was demonstrated only recently, 
when the Senate turned down the $4,- 
000,000 appropriation which had been 
scheduled for recruitment advertising, 
much of it on radio and TV. In a 
speech before the 4A's at Greenbrier 
this past April, Hardy noted that many 
Congressional law-and policy-makers 
had adopted these disturbing attitudes 
toward advertising: 

fl) That advertising is an "unneces- 
sary luxury, an economic waste"; (2) 
that there is something "phony" about 
it; (3) that because of "flagrant viola- 
tions of good taste and propriety" it 
had lost public "confidence and accept- 
ance"; (4) that there is "something 
sinister and improper in institutional 
advertising"; (5) that "advertising 
people generally have failed to get their 
own professional messages across to 
vital policy-makers." 

A second safeguard suggested by 
many within the industry is that the 
4A's little-known Special Committee on 
Improvement of Advertising Content 
be more widely publicized and strength- 
ened. This body was set up by the 
4A's in 1946 as a kind of self-regulat- 
ing watchdog of the advertising indus- 
try. 

Its current chairman is George 
Reeves, astute Director of J. Walter 
Thompson, Chicago, and its 10 com- 
mittee members include Kenneth W. 
Akers, of Griswold-Eshleman, Cleve- 
land; Earle Ludgin, of Earle Ludgin & 
Co., Chicago; Thomas F. Conroy, of 
Thomas F. Conroy, Inc., San Antonio; 
L. Stanford Briggs, of McCann-Erick- 
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Don't take a "limited" through 
this vast, important South 
Florida Market... get in 
all the stops ! Call our Rep 
...The Boiling Company... 
and let them plan your 
sales itinerary for the big 
season ahead via WIOD. 
That's the sales route 
most of the local boys 
are taking. They ought to 
know...they're on the spot 
to check results. And, 
they're mighty happy, too ! 
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'What's the use of mv trying to sell you 
timebuyers on WPAL The record speaks 
for itself. Satisfied sponsors who have 
been on the station for many years — 
getting good results, qu ; ck results. 
WPAL programs are designed to 
reach the hsart of the people — and 
the people listen and bu> , 
Contact John E. Pearson in New 
York, or Dora-Clavton Agency in 
Atlanta. They're responsible for my 
dog tag getting brighter . . and 
\ brighter , . and brighter . . . ." 




From Tintair to Turkeys - "Pete 
Smythe's General Store" sells 'em 
all over Denver's Music-Personal- 
ity station KTLN ... in the nation's 
largest market without television! 

for availabilities wire, phone ar write 
Radio Representatives, Inc., New York, 
Chicago, Los Angeles, San Francisco ar 
John Bochonan, KTLN, Denver. 
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son: Henr) A. Mattoon. Ruthrauff & 
Ryan; Charles H. Brower, BBDO; Wil- 
liam Reydel. Cunningham & Walsh: 
Harve) H. Smith, Anderson & Cairns; 
Sigurd S. Larmon, Young & Rub 'cam; 
and Mackarness H. Goode, of the 4A's, 
all of New York. 

To polite advertising considered in 
bad taste or disreputable, the Commit- 
tee has induced 314 ad agencies 
throughout the U. S. to participate in 
what it calls "interchange of opinion 
on objectionable advertising. ' This 
simply means that any participant that 
considers any ad "objectionable or det- 
rimental to advertising as a whole" 
passes its complaint along to the Com- 
mittee. Acting as an intermediary, the 
lA's submits this complaint to the ad 
agency responsible. The complaint is 
not publicized; and the agency in- 
volved is not forced to make the de- 
sired change. 

Chairman Reeves himself is the first 
to admit this procedure has several 
weaknesses. For one thing, the com- 
mittee has not been sufficiently publi- 
cized, with the result that not enough 
ad agencies participate in the self-polic- 
ing. "'Roughly two-thirds of our 4A 
members apparently do not regard the 
activity as of sufficient importance to 
justify their taking part in it," he says. 
'Tn view of this, can the interchange 
be considered representative of 
A AAA?*" 

Secondh . since the Interchange's 
function lacks the teeth of enforcement. 
Reeves concedes, "it is ineffectual in 
dealing with some of the more conspic- 
uous 'advertising ineorrigibles'." 

However. Reeves adds, the Inter- 
change has no desire to exercise cen- 
| sorship. "Its aim is merely to encour- 
j age — not legislate — good taste and hon- 
est) in advertising." 

Despite these deficiencies, the Inter- 
change, system has served to good pur- 
pose. Since June 1950, it has received 
more than 025 reports, with an average 
of 70 agencies reporting per month. 
These reports contained 79 complaints 
which were considered valid and were 
sent along to the sinning agencies. 
Reeves, admitting "I myself have re- 
ceived a mild complaint or two," main- 
tains "the majority of the agencies ac- 
cepted the complaint in co-operative 
spirit, and agreed to give it serious 
consideration."' (To illustrate, a Len- 
ncn & Mitchell executive told SPONSOR 
his agenov had used the Old Gold max- 
im. "\o advertising nonsense, just 
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horse sense'' in one a<l. When the 4A s 
complained, the slogan was immediate, 
ly scrapped.) 

Frederick R. Gamble, president of 
the 4A's, also admits the Interchange 
method is hy no means perfect. "The 
difficulty is," he told sponsor, "that we 
want to he constructive, without in- 
fringing on the libel laws.*' He pointed 
out further that misleading advertis- 
ing can be eliminated only when ad- 
vertisers pay genuine heed, instead of 
lip-service, to the credos the\ have 
drawn up themselves. As an example, 
he quotes the Advertising Copy Code 
written by the ANA. 4A's. and Adver- 
tising Federation of America. This 
Code specifically repudiates "pseudo- 
scientifie advertising," "statements 
which tend to undermine an industry,"' 
and advertising copy that "depreciates 
a competitor directly or inferentially." 

In the long run, what George C. 
Reeves calls "badvertising" will only 
serve to increase dangerously what 
Earle Ludgin of the Ludgin agency de- 
scribes as the public's "Fatigue of Be- 
lievability." And in the long run. too. 
only the business conscience of ciga- 
rette advertisers will serve to eliminate 



Mr. Dave Wind/in 
Rogers and Smith Agency 
Kansas City, Mo. 
Dear Dave : 1 

Th' hometown ur If CHS, Charles- 
ton, West I'irginny, has alius been a 
place ier fellers 
like you ter keep 
in mind, but jest 
lissen ter this! 
Uv all til cities 
in tli Richmond 
Fed' nil 'Serve 
District. this'n 
here has had th' 
biggest increase 
in department 
store sales in Oc- 
tober over that 
munt, 1950. Yes- 
sir, Dave, here in 
Charleston th' de- 
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ness knows, last 
year wuz good! 
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'nother t It i n ' : 
WCHS gives yuh more uv these buyin 
lisseners then all th' other four sta- 
tions in town put tergether! 

Yrs. 
Algy 

WCHS 

Charleston, W. V a . 




the malpractices that lliey themselves 
have engendered. In the eloquent 
phrases of Fairfax M. Cone, board 
chairman of Foote. Cone & Belding: 

"There is the manufacturer who is 
regarded as a fine man in bis commu- 
nity. . . . Yet. some agent will come 
along with a copy campaign containing 
pseudo-scientific facts, which be knows 
aie either questionable or downright 
untrue; or an argument built up on a 
survey which is not only loaded, but 
inadequate. And damned if he won't 
sign his name to it. More than that, 
if the copy is questioned, he'll fight, 
bleed and die for it — although he 
would never have thought of putting 
his name to any such trash. 

"What is this metamorphosis that 
makes a respectable and honorable gen- 
tleman into a circus barker, who sells 
pink lemonade in glasses with false bot- 
toms? ... I think we can only stop ibis 
use of advertising license by stopping 
il completely. First of all, by stopping 
it completely ourselves. And. second, 
by hollering bloody murder when we 
see the truth — or just good taste 
abused by someone else." 

The president of the Advertising 
Federation of America. Elon G. Bur- 
ton, recently issued a stern warning 
that unless advertising polices itself it 
is in grave danger of having more re- 
strictive legislation thrust upon it. 
Speaking before the Advertising Club 
of Denver. Borton said there were two 
things ad men should do to prevent 
government restriction and taxation. 

First, he said, ad men must police 
advertising more effectively and clean 
up the small percentage of advertising 
which oversteps the bounds of truth or 
good taste. Borton pointed out that 
these transgressors justifiably irritate 
influential groups and give those who 
would hamper advertising a readymade 
excuse for their activities. 

Second, he urged that advertising 
men contact government officials and 
lawmakers to give them true facts 
about advertising. This, he told the 
Denver admen, would help to stem the 
tide of government restrictions on ad- 
vertising. 

It is precisely because of the danger 
of more government legislation that 
most ad men contacted by SPONSOR 
took a dim view of the present rash 
of cigarette claims and counter-claims. 
That, plus the danger of reducing the 
believabilit\ of all advertising. * * * 
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NET MERCHANDISING 

I Continued from page 33) 

merchandising may be calls made to 
distributor* by a media representative, 
pointing out to them how effectively a 
certain brand is being backed up by 
advertising and urging that they stock 
the brand ami push it. Frequently, 
merchandising goes even farther afield 
from actual brand celling and enters 
into market research. 1 bus. many me- 
dia helu guide the sales efforts of their 
advertisers by furnishing them with 
data on consumer preferences in vari- 
ous markets. But, whatever the actual 
merchandising assistance consists of, 
its fundamental objective is helping to 
make sales for the advertiser — and not 
circulation promotion for the medium. 
This last point is frequently misunder- 
stood since "merchandising" is a term 
often used by media promotion men 
to mean pushing programs or maga- 
zine article*. 

2. The present network interest in 
merchandising grows directly out of 
the inroads of television on radio rev- 
enue. The webs want to give present 
advertisers a tangible plus which will 
help maintain their interest in the me- 
dium. And they want to attract new 
advertisers. Merchandising is particu- 
larly important in this latter respect 
because many of the new clients which 
the nets can hope to attract are small 
or medium-sized advertisers who would 
particularly appreciate merchandising 
aid. The CDS "Buy a piece of Skelton" 
plan for one-shot sponsors, as an ex- 
ample, is backed up by an offer of 
merchandising aids from CBS: it's 
hoped that this will make the Skelton 
show suitable for advertisers who have 
previously used and merchandised one- 
shot magazine campaigns. 

Even before television came along, 
there was some merchandising by each 
of the networks. When it came to 
(losing a hard sale, network execu- 
ti\cs would frequently throw in the 
inducement of special poster distribu- 
tion, and a mailing to dealers was fair- 
ly standard practice. Hut not until CBS 
instituted its Radio i'icture-\ eirs mail- 
ing piece to grocers and druggists ill 
the fall of 19.10 did any of the net- 
works embark on a basic, over-all mer- 
chandising plan. 

Since that time, the pressure on the 
networks to revamp their operation for 
health) competition with television has- 
been going stronger. Advertisers have 
«een polic\ change after change at the 



networks designed to make them more, 
flexible and therefore more desirable 
to advertisers — culminating last week 
(10 December) in the announcement 
by CBS that it would allow advertisers 
to buy a virtually hand-picked network 
(see Sponsor Report, page 1). The 
new interest in merchandising at the 
networks is part of this general evolu- 
tion. 

Here, then, is what each of the net- 
works has planned thus far — taking the 
networks in the order of their progress 
toward a full-scale merchandising pro- 
gram. 

SRC In recent years the sleeping 
giant among radio networks. NBC ra- 
dio has shaken off its somnolence, now 
that the television branch of the fam- 
ily is safely launched. It has come up 
with so many new policy changes and 
sales plans in recent months that the 
expression "you can't keep track of the 
gimmicks without a scorecard." is be- 
coming popular. But the network's 
merchandising plans are essentially 
separate from its array of special sales 
plans. True, one of the gimmicks (the 
"Market Basket Plan") will give ad- 
ver'isers supermarket merchandising as 
part of its benefits. But the basic mer- 
chandising plan at NBC is aimed at 
helping most of its sponsors — not just 
those who tie into a specific sales 
scheme. 

Your best tipoff to whether NBC 
means business in setting up a mer- 
chandising division is in terms of the 
monev it s investing and the support 
merchandising has among the net's top 
brass. As to the investment, it's sub- 
stantial — at least $500,000 for the first 
year of operation. As to the top-level 
support — that. too. is considerable. 
Perhaps the prime mover in develop- 
ment of the merchandising operation is 
John K. Herbert, vice president and 
general sales manager for the radio 
network. He is a former Hearst sales 
executive, familiar with the extensive 
Hearst merchandising setup. Giving 
him enthusiastic encouragement are 
Charles B. Denny, executive vice pres- 
ident, and top brass running on up in- 
to the parent company. RCA, itself an 
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outstanding exponent of merchandis- 
ing. 

Herbert got the NBC merchandising 
division rolling on 23 July when he 
hired Fred N. Dodge away from his 
post with Hearst's The American Week- 
ly and Puck— The Comic Weekly to 
become NBC director of merchandis- 
ing. Dodge had been with the two 
publications for 15 years, serving as 
national director of what's termed the 
"trade extension division" (meaning 
merchandising!. He has 37 years of 
sales experience in a career which be- 
gan when he was 17 years old and a 
salesman for the Thermoid Rubber 
Company. He has been general sales 
manager for Harriet Hubbard Ayer 
Company, a top sales executive of 
firms including Dictograph Products. 
Inc., and account executive for two ad- 
vertising agencies. McManus. Inc.. of 
Detroit, and Lambert & Feasley. New 
York. 

Dodge has as his assistants in New 
York two men whom be brought over 
in October from I he Hearst merchan- 
dising division. They are W. Marshall 
Keeling and Fred M. Kiefer. Both are 
specialists with long and diverse sales 
and merchandising experience. 

Dodge, Keefer, and Keeling will be 
the headquarters command for a force 
of 12 field men who will be stationed 
at each of the NBC 0&0 stations and 
at six other points so as to provide 
coverage of each geographical section 
of the United States. These field men. 
sponsor learned, will be hired within 
90 days. They will be trained mer- 
chandisers whose job will be to work 
with NBC affiliates to de\ elop merchan- 
dising services for network sponsors. 

The 12 field men cannot by any 
stretch of the imagination promote the 
same type of merchandising at each 
station. Much depends upon the size 
of the sta'ion; market conditions; and 
the attitude of the station's own man- 
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agement. From the enthusiastic recep- 
tion given Dodge when be described 
his over-all merchandising plans at Bo- 
ca Raton, station management, how- 
ever, will probably be eager to coop- 
erate. 

What Dodge's field men will ask for 
is that the station, where possible, hire 
personnel to staff a local merchandis- 
ing department. Guided by Dodge's 
field men, these local merchandisers 
would work not only for network ad- 
vertisers but for local accounts as well. 
They would help the station to benefit 
on both levels. One factor in a sta- 
tion's willingness to set up such a de- 
partment might very well be the re- 
cent INBC decision to allow advertisers 
freedom of station choice (provided 
they buy 75'.' of NBC stations). De- 
sire to stay on as many advertiser lists 
of NBC stations as possible may spur 
station merchandising efforts. 

But just what would such a mer- 
chandising setup at the local level do 
for you as an advertiser? sponsor 
asked W. Marshall Keeling, inter- 
viewed in Dodge s absence from New 
York City last week, to cite the hypo- 
thetical case of a station rigged to give 
the maximum in aid under NBC plans. 
Here's what that aid would embrace: 

1. Consumer panels — housewives 
representing a cross-section of the mar- 
ket would be given samples of new or 
old products. Their opinions would 
provide valuable data to guide the ad- 
vertiser. 

2. Spot surveys — men from the sta- 
tion's merchandising staff would con- 
duct spot-checks in local stores to de- 
termine stock conditions and the 
amount of display advertised merchan- 
dise is getting. This would help to un- 
cover distribution weaknesses which 
can frequently go unnoticed for I 
months. 

3. Displays — local NBC merchan- 
disers would not set up displays for 
advertisers but, accompanied by one 
of the 12 regional men, they would I 
make calls on distributors to sell them 
on displaying sponsored brands. They 
would point out how a program's pop- 
ularity lends itself to effective tie-ins 
at the point-of-sale. 

4. Point-of-sale material — this would 
be made available to the advertisers at 
cost with station and network identifi- 
cation. Posters, stickers, banners would 
be distributed by the local merchan- 
dising staff to participating stores. 

5. Sales meetings — station nierchan- 





• Same old story 

• in Rochester . . . 

i WHEC WAY 
J OUT AHEAD! 

• Consistent audience rating 

• leader since 1943. 



WHEC 



ROCHESTER, N. Y. 
5,000 WATTS 




•UBS, 



EVERETT-McKINNEY, Inc., New York, Chicago 
LEE F. O'CONNELL CO., la* Angabi, San Fronciico 



ask 

Jons Blair & Co. 

about the 

ILms & Martin 

STATIONS 

irv 

RICHMOND 

WMBD-am 
WC0D-™ 

First Stations in Virginia 



17 DECEMBER 1951 



75 



THE 
MIDWEST 

ADDRESS 
OF 

CBS 

WNAX 

570 

YANKTON — SIOUX CITY 



- - - -►Sponsor 

mis the logical 
^ gift for all 
your friends 
in radio and 
television 
advertising. . . 

^ Inquire today 
about the 
special low-cost 
Christmas gift 
subscription 
rates. . . 

Sponsor* - - • 

The USE a 

magazine ■ 

of radio and ■ 

television m 

advert ising. . . ■ 

510 Madison Ave. ■ 
New York 22 ■ 

DllllUDIlllf 



dising men and NBC"? regional staffers 
will he available to give talk? to group? 
of sponsor salesmen. They would in- 
terpret coverage in region, explain the 
effectiveness of radio, and tell how it 
can be merchandised to the trade. IhL- 
would help the advertiser's sale? force 
take full adwmtage of advertising, 
soincthing the\ frequently neglect to do 
I -ee "Let \our salesman in on your 
ad\ ertising." page 27 i . 

6. Monthly drug and grocery bulle- 
tin NBC will make available for lo- 
cal distribution a four-page folder (last 
page blank for station promotion in- 
set) whirh w ill aim at stimulating gro- 
cers and druggists to do more mer- 
chandising for NBC clients. There w ill 
be picture? of outstanding displays, 
case histories of successful merchandis- 
ing. 

Bear in mind that the six points 
mentioned above are the ideal ease, 
the case of the station which gives you 
the works. Most stations will do less. 
Some won't cooperate at all at first. 
And even stations which are willing 
won't have the knowhow to do all of 
these things until well into 1952 and 
beyond. It will take radio stations a 
while to learn some of the techniques 
which have been common practice for 
newspapers and magazines. 

But Merchandiser Keeling told spon- 
sor NBC is determined to give more 
and better merchandising than the 
printed media. He cited the big holes 
in coverage of most national maga- 
zines, in contrast to NBC's coverage in 
major and minor markets nationwide. 
Because a network has outlets in so 
many markets, he said, it can carry 
on far more complete merchandising. 
'This is not to mention benefits no 
magazine can provide, like closed-cir- 
cuit sales meetings or appearances by 
talent." Keeling added. 

As is the ease with printed media, 
the amount of merchandising each ad- 
vertiscr can expect to get will depend 
upon his expenditure with NBC. What 
be get? will also vary with what he 
uants. And sponsors can help to get 
the maximum of value for themselves 
b\ having some specific idea in mind 
of what tlun'd mo->t like the network 
merchandiser? to do for them. 

Even as \ou"re reading this. NBC's 
three-man headquarters team may be 
living out in different directions across 
the count n to help station? who have 
ahead) requested aid in setting up a 
merchandising department. Among the 



first markets to go into action may be 
Baltimore and Dallas, from indications 
at Boca Raton. 

Whichever market Dodge and his as- 
sistants go to work in first, this is the 
story they'll tell to help whip up en- 
thusiasm for merchandising: 

In a one-week merchandising experi- 
ment conducted quietly by NBC during 
the week of 12 November, sales of the 
test products were increased jrom 22 
to lOO'-f in participating stores. The 
products were Aerowax (tested in 
Cleveland I and Pet Milk ( tested in St. 
Louis, ?ee picture page 32). 

Those are the kind of results Dodge's 
merchandising men will be gunning for 
all over the country during 1952. 

CiSS The merchandising operation 
here, as of the immediate present, is 
but a fraction of what NBC has 
planned. But. despite talk among CBS 
executives that merchandising is ''a re- 
sort of the second-bests," you can ex- 
pect CBS to stay competitive. If NBC's 
merchandising plan leads to effective 
and enthusiastic response among cli- 
ents. CBS will have one. 

The CBS merchandising effort now 
includes its Radio Picture-News and 
merchandising aids for sponsors who 
"buy a piece of Skelton." The net- 
work's outlay for merchandising alto- 
gether is an estimated $50,000 yearly. 

Picture-Sens is a 17-page monthly 
mailing piece which is distributed to 70 
CBS stations who pay for it at below- 
cost (difference of about $40,000 an- 
nually is made up by net). It goes to 
the station's own list of grocers and 
druggists. The booklet is prepared b) 
McCann-Erickson. the CBS agency . 
and is designed to sell two things: (1) 
Radio's power to move goods :(2) 
The value of merchandising CBS-sold 
products via displays and posters. Each 
issue contains pictures and descriptions 
of displa\s which CBS advertisers are 
pushing current!). It has been used 
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and praised b\ sudi CBS advertisers 
as Philip Morris, Coca-Cola. Lever 
Bros., and Colgate. 

To furnish an incentive for reading, 
each issue has a cover-girl and inside 
talent pictures, as well as layouts 
brightened b\ color. But the main 
function of the booklet is to draw at- 
tention to merchandising aids. 

The merchandising backing up the 
Red Skelton show, however, is more " 
extensive. It's a well-rounded plan 
utilizing the full-time services of a mer- 
chandising specialist named Ralph 
Neave. formerly research director at 
Geyer, Cornell & Newett (predecessor 
to present Geyer, Newell & Ganger), 
the Sherman K. Ellis agency, and the 
Lambert Company. 

Neave works with clients who buy a 
performance of the Skelton show to de- 
velop merchandising to consumers and 
the trade. He makes available the cli- 
ent's choice of 500 post cards in Skel- 
ton's handwriting, or 500 signed letters 
i'rom Skelton, or 500 trick telegrams 
(Skeltongrams) free — plus additional 
mailings at cost. Also available is dis- 
play material at cost which has art- 
work and lettering of a general nature 
with space available for the sponsor s 
own imprint. The display material in- 
cludes window streamers (at $45 per 
1.000); price markers (at $20 per 
1,000) ; easel cards (at $15 per 100). 

Where the client desires it, Neave 
works out additional aids to supple- 
ment or substitute for those described 
above. For example, Pepperell, the 
white-goods firm, has bought the 2 Jan- 
uary "piece" of Skelton and is getting 
tailor-made merchandising assistance. 
This includes special pictures of Skel- 
ton at the linen closet in his own home 
with an armload of Pepperell sheets 
(see page 28) as well as 1,500 auto- 
graphed pictures of the comedian bear- 
ing a speeial message to Pepperell deal- 
ers. These merchandising aids ar- 
ranged by Ralph Neave and worked 
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out in connection with the sheet linn's 
agrencv. Benton & Bowles, were in lieu 
of the standard items like mailing 
pieces and posters. 

All advertisers who buy the one-shot 
of Skelton get similar individual atten- 
tion from Neave (whose father, inci- 
dentally was well known in advertising 
circles as founder of the Man-Market- 
ing Clinic, a volunteer job-finding 
club). 

If there are any major merchandis- 
ing activities beyond these now being 
planned at CBS, they constitute an un- 
usually well kept secret. Actually, it 
would appear that CBS is in the watch- 
ing-and-waiting stage. Over the next 
few months, though, now that the net- 
work's top executives have concluded 
working out of their plan for station- 
choice flexibility, you can expect them 
to turn to extensive merchandising ap- 
proaches. 

MBS For over a year, Mutual has 
been conducting special audience pro- 
motions which furnish opportunity for 
merchandising of a client's product. 
During its Western Week (27 October 
to 3 November), for example, it in- 
vites cowboy-show sponsors to tie-in 
with Western Week streamers and dis- 
plays in stores. Mutual helps its cli- 
ents secure extra displays by contact- 
ing jobbers and chain stores. This it 
considers '"normal assistance" to a 
sponsor and not part of any special 
merchandising plan. 

But in the future MBS may burst 
forth with a highly developed scheme 
for supermarket merchandising. The 
net has had an intensive investigation 
of merchandising under way for al- 
most a year involving a research test 
of a pilot plan in seven markets and 
187 stores I between 15 June and 15 
November). These stores were identi- 
fied as Plus-Value stores, using MBS' 
Mr. Plus as their trademark. Stores 
were selected for full coverage of shop- 
ping areas and neighborhoods, ranging 
from 20 stores in small towns to 40 
stores in larger markets. They includ- 
ed approximately 30% of the grocery 
stores in the market and were serviced 
by a specially hired merchandising 
man. He had a dozen different tvpes of 
merchandising material to work with, 
all of it bearing the Plus-Value Store 
insignia. 

Mutual is still studying test results 
which in ct least one case amounted to 
I sales pluses of from 100 to 500^ (this 
I last figure was on special promotions). 



► EMS EE! 4 

second run . . . 

If the rating on our 13 Craig Kennedy Mystery Shows 
does not heat the rating of any mystery detective TV 
show at the end of 13 weeks (comparable time). 

Immediate Delivery 
First group of 13 liciff-lioiir 
TV filmy. 

Adrian Weiss Productions present 

CRAIG KENNEDY 

Criminologist 




Starring 

DONALD 
WOODS 

CRAIG KENNEDY 



with Sydney Mason 
and Lewis G. Wilson 



Craig Kennedy . . . Tried and True TV entertainment 
rilms selling the following sponsors' products: 

Virginia Dare Wine — Chicago WENR-TV — 

Friday 9 PM-9:30 PM 

Rybutol— Cleveland WEWS-TV— 

Thursday 10:30 PM-II PM 

Crown Drug Company — Kansas City WDAF-TV — 

Tuesday 10 PM-I0:30 PM 
Rybutol— Seattle Kl NG -TV— Monday II PM-II:30 PM: 

Ask for Craig Kennedy prices in your 
market; rnd audition films. 

Also available: westerns, features, serials, cartoons, 
comedies, travelogues. 

LOUIS WEISS b COMPANY 

655 N. Fairfax 
Los Angeles 36, California 




■ 4 Reasons Why 

The foremost national and local ad- 
vertisers use WEVD year after 
^5 year to reach the vast 

1 Jewish Market 

of Metropolitan IVew York 
I. Top adult programming 
2. Strong audience impact 
3. Inherent listener loyalty 
4. Potential buying power 

Send for a copy of 
"WHO'S WHO ON WEVD" 
HENRY GREENFIELD 



Managing Director 
WEVD 117-119 West 46th St., 
Ni-w York 19 
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And several of its stations are continu- 
ing the Plus-Value Stores promotion 
on a local basis. Meanwhile, this is 
the networks official altitude toward 
merchandising : 

"When .Mutual installs a merchan- 
dising plan, il will he on a constructive 
basis — one which recognizes the im- 
portance of coordinating the radio bu\ 
with the promotional aids to be pro- 
vided, and whi -h is designed to work- 
ahlv extend the value of radio adver- 
tising, rather than to offer a substitute 
for radio. As in other moves of the 
network over the past two and one half 
\ears. we may well be the first to lest 
and last to commit ourselves, aiming at 
a plan which will efficiently contribute 
toward making the radio advertising 
dollar pav off in increased sales, but 
which will also be within the sensible 
limits of our time charges to the ad- 
vertiser, and a definite plus for our 
550 affiliated stations." 

When the Mutual merchandising 
plan conies, it will probably not in- 
clude complete servicing of a nation- 
wide group of Plus-Value Stores. Mu- 
tual executives feel this would be too 
rich for am one's blood. But there may 
be some plan for gelling voluntan co- 
operation of stores in return for air 
lime. In any ease. Mutual is bound to 
trv to capitalize on its large number of 
affiliates and seek to offer the advertis- 
<) distribution help in markets where 
he has no branch offices. For each of 
Mutual"* 5.50 affiliates can become a 
branch office for sponsors once it's tied 
into some over-all merchandising plan. 

ARC Mone among the major net- 
works. \1?C says it has no merchan- 



dising plans. It does send out mail- 
ings for clients and other occasional 
sen ices but its main emphasis is on 
program promotion. Its executives 
concede, however, that if clients take 
to the merchandising schemes of com- 
petitors il will have to develop some 
plans of its own. At present, they are 
dubious of merchandising^ value for 
most clients. 

Not onl\ ABC. but probably Liberty 
Broadcasting System, regional net- 
works, and independent stations will be 
swept along as well in the new era of 
network merchandising. If they do, 
they'll be following in the footsteps 
of stations like WLAV and WSAl, Cin- 
cinnati. WING, Dayton, KSTP, St. 
Paul. WWL, New Orleans, which have 
long been leaders in merchandising on 
the local level. Just how constructive 
the entire trend turns out to be depends 
both upon the skill of radio's newly 
minted merchandising specialists and 
upon the clear-thinking of clients. Just 
going in with the ''ginmieeV won't 
help to build long-lasting cooperation. 
But helping radio s merchandisers to 
find the merchandising approach thev 
can do best for you will. * * * 



ROUNDUP 

l Continued from page 51 I 

search Bureau, Inc.. Seattle (ARBI ) in 
15 stores in 25 towns and cities, and 
categories examined are: men's wear 
advertising (five ARBI studies); fur- 
niture, appliances and housewares ad- 
\ertising (22 ABB1 studies) : and wo- 
men's wear: accessories and shoes ad- 



vertising (23 ARBI studies). 

The point-of-sale customer interview 
surveys show that more traffic and 
sales result from radio advertising than 
from an identical amount of money 
spent in newspaper advertising — on the 
same merchandise (SPONSOR. 26 March 
1951). 

But "Count Your Customers" en- 
courages all advertisers to consider ad- 
vertising effectiveness in general; shows 
the use of radio and newspapers isn't 
duplicated advertising; emphasizes the 
high sales conversion possibilities af- 
forded the radio-newspaper advertiser. 

Customer comments indicating the 
advantages of using both radio and 
newspaper advertising, as revealed dur- 
ing the surveys, provide important 
clues to advertisers on how to use the 
two mediums more effectively. 

Member stations can order extra 
copies of "'Count Your Customers" for 
salesmen, advertisers or agencies at 
$7.50 per copy or $5 per copy in quan- 
tity orders of five or more. * * * 

Rrieily . . . 

A cocktail party helped celebrate the 
1952 renewal of the KMPC (Los An- 
geles) -Liberty Broadcasting System af- 




KMPC-LBS-SPONSOR executives talk shop 



filiation. Among those present, Loyd 
Sigmon. KMPC vice president and as- 
sistant general manager; Mark Haas, 
KMPC vice president in charge of 
broadcasts; John Baird, KMPC direc- 
! tor of public affairs; Ed Cooper, SPON- 
i SOR's West Coast Manager; Gordon 
McLendon. LBS president; and Charles 
Cowling, KMPC's national sales man- 
ager. 



MR. SPONSOR ASKS 

{Continued from page 47) 

| Show: The network expects that Ralph 
Edwards will spark mid- and late-morn- 
ing viewing in the same fashion that 
Kate Smith gave major stature to the 
afternoon as an audience and adver- 



KCMO Gives You a 

Actual annual purchasing power of 
KCMO's larger audience is $50 
million higher than the next nearest 
Kansas City station. KCMO helps 
% igi/)/t )' ou reach more customers with 
fffOi money to spend. Get proof — 
get the facts on Mid -America 
radio coverage from the Conlan 
"Study of Listening Habits" in the 
Mid-America area. Parts 1 and 2 of 
the 3-part continuing study are ready. 
Write on your letterhead to 



ft 




CMO 



50,000 WATTS 

iW^ 125 E, 31st. St. Kansas City, Mo 

or The KATZ AGENCY 
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is the logical 
gift for all 
your friends 
in radio and 
television 
advertising. . . 

Inquire today 
about the 
special low-cost 
Christmas gift 
subscription 
rates. . . 



Sponsor* 



► 



The USE 

magazine 

of radio and 

television 

advertising. . . 

510 Madison Ave. 
New York 22 



FOR QUICK, EASY 

REFERENCE TO 
YOUR COPIES OF 

SPONSOR 



get the 
beautiful 
SPONSOR 



binder 

BINDER ORDER FORM 



at only 



$ 



4 



SPONSOR 

5 1 0 Madison Ave. 

New York 22 

Please send me Binder holding 13 Is- 
sues and bill me later. 



NAME 



FIRM 



ADDRESS 

CITY ZONE STATE 

□ $4 one binder □ $7 two binders 



tising medium. Ralph's broadcasts 
have always made news and provoked 
conversation. His TV series will be no 
exception. 

Since our announcement of these 
shows a little over a week ago, we have 
started negotiations with many of our 
old clients as well as new ones who will 
be able to enter TV for the first time 
under our new segment-selling plans. 

I am confident that NBC's faith in 
morning television will soon he sup- 
ported by as many clients as now spon- 
sor our practically sold out afternoon 
and evening schedules. 

Edward D. Maddkn 
Vice President in charge 
TV Operations and Sales 
NBC 

New York 



We don't know 
now, hut we will 
soon. About 17% 
of the distaff au- 
dience 1 istens 
from 7:00 a.m. 
to noon — almost 
as many as listen 
in the afternoon 
— but, not many 
look because, nat- 
urally, there is 
not much to look at. Back in 1948, 
DuMont boldly opened up at 7:00 a.m. 
in New York. Lack of sales forced 
them slowly back to a much later sign- 
on. The idea was sound, but prema- 
ture. Now, networks and stations arc 
cautiously moving back toward break- 
fast. The first New York local pro- 




Mr. Morgan 
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gram is at 9:30 a.m., but in the Mid- 
west local stations arc opening at 7:00 
a.m. and even 6:30 a.m. l^ast fall ABC 
began feeding the Dennis James Show 
to the network at 11:30 a.m. NBC is 
about to plunge in with Garrowa) 
across-the-board 7:00 to 9:00 a.m. 
CBS will soon offer Godfrey in a 9:00 
to 11:00 a.m. strip. So, we will know 
soon. 

With radio listening as an encour- 
agement, the networks are confident 
that this pioneering will pay off for 
them and their sponsors. But program 
formats are important! She will listen, 
yes. but will she sit down and look? 
Probably a little of eaeh: she will look 
and listen. Programing will be geared 
to give the girl a break and let her 
move around a bit with the chores. 
And the shows will not be copies of 
evening programs. In her curlers and 
wrapper she doesn't want to be ro- 
manced or entertained — she wants to 
talk business. 

Will that be important to advertis- 
ers? Of course! Right now it looks 
as if that will happen before she packs 
the bag for the annual two weeks at 
the lake. 

Harold S. Mosgan. Jr. 
Vice President 

ABC TV Program Department 
New York 



Any questions? 

SPONSOR welcomes questions for 
discussion from its readers. Sug- 
gested questions should be accom- 
panied by photograph of the asker. 



Mister PLUS 




•+++++++++++- 



Mister PLUS, Town Crier, says: 

"We've got good news for you! 

News listening here is up — oyez! 
They love our newscast crew!" 

MBS is FIRST FOR NEWS- 

With listeners and sponsors! 

So if it's news you plan to use, 
Here's where to put it on, sirs! 



-the difference is MUTUAL! 
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Note to the New York Times 

The \dvertising News and Notes 
Section <>f New York Times November 
2() cai ried this item : 

\n expanded newspaper campaign 
will he used In Tim air in 1952. it is 
announced In Bv niarl-Tintair. Inc. The 
newspaper advertising will he supple- 
menlcd In network television and radio 
programs and color magazine and Snn- 
dav magazine drive's. The campaign 
will com about S-l .000.000." 

We'd rccentlv done a slorv on Tin- 
tair which highlighted TV elTei livened, 
and it was hard to believe that the air 
media had now become Mipplemenlarv . 
So we phoned sources at Carl Byoir 
and Cecil & Prcshrev. We were told 
that newspapers were heeoming more 
important on a co-op basis, that 1052 
expenditures might total .^l .250.000. 
We were also told that the air advertis- 
ing, with the Somerset Maugham The- 
atre on T\ probablv 30 minutes week- 
Iv in addition to other network ra- 
dio and I \ efforts, would approximate 
s 1.250.000. 

On the ha-d- of ibis informal ion we 



don't see that $1,250,000 spent on na- 
tional air advertising is supplementary 
to Si, 250.000 spent cooperatively in 
new spapei s. 

The same Department in the New 
York Times also was responsible for 
the following: 

"Newspapers and farm publications 
will be used extensively by the G. N. 
Coughlan Company, West Orange, N. 
J., manufacturer of Chimney Sweep 
Sweep Soot Deslrover, in its 1051-52 
campaign. Also used will be radio, tel- 
ev ision and farm publications, accord- 
ing to G. X. Coughlan. president/' 

This notice also aroused considerable 
interest at sponsor, since we had just 
published a Mr. Sjwnsor sketch of Mr. 
Coughlan in which a company spokes- 
man had told us that radio and TV 
would dominate the new campaign. So 
we made a recheck and were told by 
G. H. \\ ulf. advertising manager, that 
$10 would be inv ested in broadcast ad- 
vertising for every $1 in printed media 

-and that this would continue to be 
their policy in 1952. 

W e all make mistakes. But we've no- 
ticed, by diligent check of newspaper 
advertising columns and general adver- 
tising business papers, that broadcast 
advertising is unjustly subordinated to 
printed media quite often. 

We know that the Bureau of Adver- 
tising stresses the need for coopera- 
tion bv newspapers. But must it be 
this kind? 

Some vital questions 

These are days when the editorial 
page of sponsor might be expanded 
readily to a full issue. Mulling some of 
the top topics of the dav. we pose a 
handful of assorted questions. 

To the ANA: now that many stud- 
ies are coining to light showing sub- 



stantial and increasing radio listening 
in TV homes, what are you doing to 
assess the importance of these findings 
for your membership? Previously you 
concluded that a T\ home was lost as 
a radio home. 

To the TV Board of NARTB: now 
thai you've forged and adopted a re- 
markably wholesome and sound Code 
of TV Practices are your sights firmlv 
set on making it work? The idea of a 
national review board to handle com- 
plaints and code violations is fine — 
providing you get men as good as 
those who created the Code. You've 
built yourself a grand vehicle — please 
feed it high-test gas. 

To CBS Radio: your Selective Fa- 
cilities Plan sounds ingeniously simple, 
but many an advertiser is wondering 
what vou mean when }ou sav the plan 
is available '"to 13-week cycle advertis- 
ers in any combination acceptable to 
CBS Radio without section or quanti- 
ty group requirements." Must each 
advertiser's problem be interpreted in- 
dividually? 

To NBC Radio: what are you doing 
to negate the deep-seated resentment of 
v our affiliates against your technique 
of basing radio rates on IV circula- 
tion? Thev reason (and rightly, we 
believe) that it's just as bad to base 
radio rates on TV as to adjust news- 
paper rates on a magazine yardstick. 

To NRDGA: since you have taken a 
brighter view of the importance of ra- 
dio and TV as media for department 
store advertising, win not start a trav- 
elling clinic (on the order of BMI pro- 
gram clinics) to show department 
store ad departments how to use the 
air effectively ? And can t you woi'k 
with BAB in highlighting such com- 
parative media tests as those made In 
AHBI? 



Applause 



lu\ kolmk : despite \ on i lm man load 
of projects vou've consented to serve 
B\l> as Hoard Chairman for another 
six mouth-. II\I5 is one of radio's 
bright hopes. \ <mv presence will help 
' hail a straight course. 

Ilnrrv It. Cohen: vom willingness to 
sail ificc a 1 1 1 ii] t i ~ ii i i 1 1 i < ii i dollar account 
for high standards is , uolliei proof 
that there s plcutv that right about tic 
.igcu< \ business. 



Kiidio Farm Directors*: \ou fellows 
are getting mighty commercial. And 
vou're waking up many a farm adver- 
tiser to the advantages of radio and 
'1 \ by the doing. A special salute to 
Sam Schneider. KVOO. and J)ix Har- 
per. W'IBC, farm-director leaders. 

IJ1WI: under the leadership of Carl 
llaverlin vour 1051 Program Clinks 
have stirred the imaginations and in- 
< leased the programing know-how of 



commercial broadcasters. Vour . r i7 
Clin iex have brought an exchange of 
ideas to 3.000 broadcasters, agencv 
men, and advertisers. 

John Cucdel: vour two $1-000 
awards for "the sponsored transconii- 
ncnlal radio program and the spon- 
sored transcontinental television pro- 
gram earning the best public service 
message during 1951" are a milestone 
in leadership and industrv service. 
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